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A McGRAW-HILL PUBLICATION 


How Multiple Outlets on Brodie BiRotors 
Simplify Hydrant Cart Design 








Versatile BiRotor installation 
permits simplified piping layout 





B-80H BiRotor 


Pte % 











EVERYWHERE : Brodie is linked with Progress. Here’s another example from CALIFORNIA. 


At Los Angeles International Airport 
many of the big jets use hydrant carts for refueling. 
Brodie Meters are used on these carts because of their 
versatility. Two outlets reduce piping to minimum. 
Meter is mounted on inlet flange, no other support 
required. This offers a wide flexibility for compact 
installation. 


All-steel Brodie BiRotors contribute importantly to 
the safety of jet refueling. For jets and every use — 
specify a Brodie BiRotor. 


REPRESENTATIVES WITH STOCKS AND SERVICE 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: “BRODICO” 


MT. VERNON, N.Y., 550 So. Columbus Ave. 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave, N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 


FACTELIFIES 1 ALL PRIRECEP AL Cities 





ETHYL’S 1960 MARKET EXPANSION PROGRAM PINPOINTS YOUR MARKET! 


Here’s how... 1. For the first time, Ethyl’s Magic 
Circle advertising in Life, Look, Saturday Evening 
Post will be regionalized. Different ads will appear 
at the same time in the four major geographic sec- 
tions of the country. 

Each ad highlights points of interest of the region 
where it appears, with big, realistic color photo- 
graphs—to encourage more driving where your 
service stations are located. 2. Local ads will run in 
the Sunday supplements of newspapers in 27 major 
cities across the country, highlighting interesting 


spots around each city for readers to visit by car. 
3. Local publicity has been expanded to include 
radio—as well as a program of weekly Magic Circle 
public service feature stories for 175 big city news- 
papers and hundreds of papers in smaller cities. . . 
all to stimulate more pleasure driving. 4. In addition 
—the number of sportsmen-drivers exposed to Magic 
Circle advertising in 1960 now totals 2 million with 
the addition of Outdoor Life to Sports Afield on the 
Ethyl ad schedule. It’s all aimed at increasing the 
market for your service station products. 








ETHYL CORPORATION, new york 17,N. Y. * TULSA * CHICAGO * LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO * ETHYL USA (EXPORT) NEW YORK 17,N. ¥, 
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The Fastest, Safest, 
Gurest Coupling Known! 


You'll want to keep this excelle elacieg 
at hand. Lots of illustrations clearly show 
ity of master gauged OPW KAMLOKS 
and sizing charts, typical specials for 
information will help you in 1 


stallation 
Just write us On your 


Your fluids handling may well be imr OPW KAMLOKS 


opw 


2735 Colerain Avenue @ Cincinnati 25, Ohio Kirby 1-5400 


No. 633-C COUPLER 
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An island-hopping jobber taps a Maine market 


General 
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Why aren’t you doing your own printing? 
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What to do to pep up a sick station 
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Top of the Month... 


PRICING has oil marketers coming 
and going. It’s not getting any easier 
to understand, and yet it’s becoming 
more important to understand it. Sag- 
ging price levels and shrinking reali- 
zations are snapping at marketers’ 
heels. On page 155, NPN presents a 
special report analyzing the principal 
causes of price instability in today’s 
markets and pointing out some little- 
understood factors contributing to 
price confusion. 


AND MORE. The report also outlines 
some possible steps towards more ef- 
fective pricing and a greater degree 
of market stability. Starting on page 
157 are three exclusive surveys that 
shake some traditional industry no- 
tions about consumer awareness of 
prices, about “uniformity” of major- 
brand pricing, and about the workings 
of the private-brand differential. 


DON’T MISS the story of how jobbers 
are getting builders to install oil heat 
in new homes, page 138 . . . How 
TBA Clubs are working, page 174... 
What’s new in aluminum stations, 
pages 127, 151. 


NEXT MONTH. An exclusive interview 
with John King, Cities Service, new 
chairman of API's jobber advisory 
committee . . . An up-to-date look at 
jobber estate planning. 
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Behind Our Headlines 





Much about Pricing 

"Bono: FIND some pertinent information about pricing 
on page 155, where there’s a feature with the most 

extensive studies on this subject NPN has offered in years. 


John Bethell, NPN managing editor, put this together 
from several sources. Three articles by a Harvard Busi- 
ness School lecturer, Dr. Theodore Levitt, form the 
backbone of the feature. Besides that, however, is a re- 
port on some of the pricing techniques and plans used 
lately in the market place as marketers struggle to cope 
with drastic changes. 

To round out the feature, there are reviews of (1) a 
pricing study of the Ohio market sponsored by Standard 
Oil of Ohio and (2) of a monograph on competition 
sponsored by API. Incidentally, that API monograph 
is full of thought-provoking viewpoints and considera- 
tions which merit the attention of men with a studious 
interest in the industry. It’s a book called “Integration 
and Competition in the Oil Industry.” 


NPN Winter Sports 
IKE ALMOST EVERYONE ELSE who works in New York 
City and lives in the suburbs, several NPN staffers 
have their own tales of travail commuting in the two- 
foot snowfall which came as a prelude to spring in the 
East. 

Take Frank Sturtevant, who lives in Glen Cove, Long 
Island, about 30 miles from the office. He left the office 
at 3 p.m., but found on arriving at Glen Cove that he 
couldn’t get home from the station. So he returned to 
New York, hunted for a hotel room, and finally turned 
in at 1:30 a.m., 10% hours later and less than a mile 
from where he started. 

Mark Emond became annoyed when a bus carrying 
him to North Brunswick, N.J., was stalled by a traffic 
ticeup on the Jersey turnpike. Resourceful, determined, 
and eager to get home, Mark walked and hitch hiked 
the remaining seven miles in 50 minutes. 

Brody (Neil Brodersen) lives just across the Hudson 
river in Tenafly, N.J., but he was on a bus stuck in the 
Lincoln Tunnel traffic and spent four hours getting home. 
But Brody got his reward. Two days later he went to 
Bermuda for a week’s vacation. 


‘ 
ee , Editor 
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Finns ACCURACY 
The only important 
concept in metering 


In the few minutes it takes to load just 
one big transport, a bulk meter measures 
product worth as much as the meter itself! 
That same meter may handle a million 
dollars of your money this year. Think 
how much a slight unsuspected error 
could cost you! 

The same’s true for tank truck meters, 
too. A small error on one truck alone could 
easily give away $2,000 in one year. 

Accuracy is the only important factor 
when buying a meter. All other factors 
such as lower loss of head, or lower price 
take a back seat. 

Make sure you get true three- 
dimensional accuracy. The first dimension 
... accuracy at one rate of flow at any one 
time... is easy. Most meters have it. But 
be sure your meters have the second 
dimension ...accuracy over a wide range 


of flows. Most important, buy meters with 
the third dimension: accuracy that’s sus- 
tained over many years...accuracy that 
doesn’t shift or drift every time you turn 
your back. 

Neptune’s fine reputation and leader- 
ship is based on true three-dimensional 
accuracy. Some of the reasons you can see 
with your eyes. (A Neptune representa- 
tive will be glad to show you.) For posi- , 
tive personal proof, make your own tests 
...keep comparative records. And ask 
your neighbors. 

Ask too about Neptune’s cost-saving 
and time-saving Unit Replacement Plan, 
designed to keep busy meters always at 
peak accuracy without tying up racks 
and trucks...another reason why more 
Neptune petroleum meters are in use than 
any other make. 


for a better / measure of profit 


NEPTUNE METER COMPANY / |9 West 50th Street, New York 20, N.Y. 















IN YOUR 
PRIVATE LABEL 
ANTIFREEZE... 


WT {) ‘ 


Get foam protection that doesn’t wear out 


Jefferson JC-20 antifreeze contains no anti- 
foaming additives . . . its excellent low foaming 
characteristics are built-in. In brands that em- 
ploy anti-foaming additives, radiator cycling 
tests indicate there is rapid and costly attri- 
tion of the foam inhibiting qualities. The addi- 
tives simply wear out in less than a season’s 
usage. With Jefferson JC-20, your customers 
will enjoy good foam suppression for the life 
of the antifreeze. 


Ethylene and Propylene Oxides, Glycols, Dichlorides, Carbonates 
SURFONIC® Surface-Active Agents + Ethanolamines «+ Morpholine 
N-Alky! Morpholines + Polyethylene and Polypropylene Glycols 
Piperazine * Piperazine Salts * Nonyl Phenol + Caustic Soda 


HOUSTON + NEW YORK © CHICAGO © CLEVELAND + CHARLOTTE © 105 ANGELES 


And in corrosion tests with five other leading 
brands, JC-20 showed a convincing 88% less 
weight loss on all radiator metals than the five- 
brand average. 


Get the facts in a new slide/sound film showing 
Your Personalized Private Label Program. Con- 
tact your Jefferson Representative . . . Jefferson 
Chemical Company, Inc., 1121 Walker Ave- 
nue, P. O. Box 303, Houston 1, Texas. 
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Letters 


What jobbers say about statements by Humble’s 
new marketing head ... Comments on premiums... 
Should underground tanks lie in cinder bed? 


To THE EpiTor: 

I certainly read with interest D. W 
Ramsey’s remarks (‘New Humble’s 
No. 1 Marketer Looks at Oil Market- 
ing Today,” Feb. p91), and I agree 
that most branded jobbers should wel- 
come his answers. If his company and 
the other integrated companies follow 
this trend of thought, I believe it will 
go a long way to solve many of the 
immediate problems of the industry. 

To one of his statements about tank- 
wagon prices, I must strongly agree; 
for too many in this industry do not 
sell by their posted tank-wagon prices 
and care less. 

J. I. KAISER 
EC Golden Rule Oil Co. 
Eau Claire, Wis. 


>This was a most interesting state- 
ment, not only because of what was 
said, but also who said it. 

There are many things which I 
agree with Mr. Ramsey on—others I 
am simply not in position to have an 
opinion. In any event I think it is 
tremendously important to jobbers to 
know Mr. Ramsey’s thinking. I like- 
wise believe we jobbers need to an- 
alyze very thoroughly and completely 
his comments and determine how we 
are going to be able to fit into this 
business of marketing in the future. 

E. K. BENNETT 

E. K. Bennett Inc. 

Longview, Tex. 

Mr. Bennett is president of the Na- 
tional Oil Jobbers Council. 


We discussed this article in a staff 
meeting, and the first thing we noted 
was Mr. Ramsey’s age. It is wonderful 
that our industry can line up men of 
his caliber early, particularly with such 
a fine background. 

We agree with him that the number 
of stations can be cut, particularly in 
our area where a new freeway is be- 
ing built a few miles outside of our 
center of population. This freeway is 
starting at the southwest corner of 
our state, near Michigan City, and 
running eastward to Detroit. In some 
cases it’s nearly a mile or two south 
of every major city that now exists in 
that 200 mile area of our state. Cer- 
tainly some of our stations can be 
closed and the other ones enlarged. 


We agree with him, also, that we 
would like to have our stations leased 
to dealers and stay away from salaried 
stations except where we might do our 
training. .. . 

We heartily agree that good job- 
bers are here to stay, because our 
company has been around since 
1901. There is not one of our man- 
agement employes toying with the 
idea that we intend to sell out. We 
feel that we have a world of oppor- 
tunity to market and grow. “Selling in 
the Sixties” means, too, we will have 
to go like 60! 

P. J. MCMULLEN 
Vice President, Sales 
Theisen Clemens Co. 

St. Joseph, Mich. 


Recess retains-gosket 
in coupler and assures” 





Many of the problems he mentioned | 


are also problems of the gasoline job- 
ber. I could comment on several in- | 
dividual topics he has discussed. .. . | 
However, I think he has answered 
these questions in a very able man- | 
ner. My chief comment would be that 
the oil industry take heed of the 
opinions and comments he has made 
in order to eliminate many of the 
marketing problems we have facing 
us today. 
STEWART L. POMEROY 
Lee & Pomeroy Oil Co. 
Tampa, Fla. 


Picking Premiums 


PWe at Union Oil have never been | 
advocates of the promiscuous use of | 
premiums. We have always placed 
special emphasis on the fundamentals 
of real salesmanship such as Minute | 
Man service, clean service stations, | 
and quality products. We never imply | 
to dealers that premiums are a pan- | 
acea to problems. If this attitude were | 
to prevail, it would mean the deterior- 
ation of sound selling techniques and 
business practices. 
On the other hand, we think that a | 
valuable and interesting premium can | 
be an excellent sales aid if it is well | 
integrated with our promotion plans. | 
All premiums have to be properly ad- | 
vertised and promoted to do the job 
they are intended to do—build traffic | 
and develop a new customer follow- 
ing. 
In this regard, we feel that premi- | 
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EVER-TITE 


Superior quality forged body u 


— precision machined 
Uniform wall thickness | 
—neo weak spots v 
Extra heavy reinforcing rim 


larger diameter cam ears 


for longer service life 


Extra 


Hi-Strength Stainless 


forged Steel 
handles pms 
—greater —greater 
economy safety and 
longer 
service 
Uniform heavy 
wall thickness = 
—no weak spots Pal MN 
Superior quality forged body 4 
— precision machined 
proper plec —accurate tolerances 


your best buy is. 


EVER-TITE 
-the best quality 
quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
Adapter “ EVER-TITE. 

and The EVER-TITE 
% trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC 
254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Standard 


Coupler 


EVER-TITE 
Shank 
Hose 

Coupling 


Dust Plug 


EVER-TITE Dust Protectors 


9 





S$ & R 


500 


CONTROL VALVES 


AUTOMATED 
REMOTE CONTROL 


For Remote Control, Pres- 
sure Regulators, Differen- 
tial Pressure, Rate of Flow, 
Pressure Relief, Multiple 
Pilot Operation, Non- 
Surge Check Valve. Oper- 
ates on balanced line pres- 
sure, handling oil, gas, or 
water in sizes 2 in. to 12 in., 
up to 600 psi and 150° F. 


SEND FOR FULL DETAILS, TODAY 


RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: “BRODICO" 





ums can be of particular value at the 
local or regional level. On a restricted 
basis, so to speak, we can more ac- 
curately supply our dealers with prem- 
iums that will appeal to the local cus- 
tomers. We might add that we have 
and will continue to offer premiums 
to our dealers on either a self-liqui- 
dating or cooperative basis, depending 
on the nature of the promotion plan. 
C. HAINEs FINNELL 

Director of Marketing 

Union Oil Co. of California 


PI was particularly glad to read 

about the starting of a “What’s New 

in Premiums” department. If I were 

to have made a suggestion to NPN, 

it would have been to create just such 
a new feature. 

Jor J. BREASAW 

Manager, Retail Sales 

Sinclair Refining Co. 

Ft. Worth, Tex. 


A New Price Solution 


PI have read in NPN and other pub- 
lications various theories as to the un- 
derlying cause of the great majority 
of price disturbances. 

So far I have read none that really 
gets down to the real cayse. Most 
price wars have been the direct re- 
sult of what I term the “majors’ multi- 
million-dollar folly,” the practice by 
majors in recent years of furnishing 
quick-change price signs to every 
dealer they have, including “Mom and 
Pop” stores and the honky-tonks. 

A few years ago it was a bit of 
trouble to advertise gasoline cut- 
prices. One had to travel to a sign 
painter for a sign that cost him sev- 
eral dollars. The big boys put a stop 
to that when they dished out those 
quick-change signs. 

When business fell off in the store 


or honky-tonk, the dealer decided to 
cut prices and bring in more business. 
So the screwdriver was put in service 
and presto! In less than 30 seconds the 
seed of a new price disturbance was 
planted. Others found they, too, could 
cut prices in 60 seconds, and that’s 
what they did.... 

It’s difficult to give correctly the 
untold millions this thing has cost the 
oil industry. It has been said that the 
majors furnished dealers 290,000 
quick-change price signs that cost an 
average of $35 each or a total of 
$10-million. Then after the price dis- 
turbances were started by the very 
signs they themselves furnished, they 
had to kick in another $99,985,000 
as temporary volunteer allowances. 

Who said the big boys ain’t smart? 

PETE THORNELL 
Thornell Enterprises 
Florence, S. C. 


No Bed of Cinders 


Your article on how a jobber saved 
money using underground tanks 
(March p116) is a very interesting 
story, which should appeal to almost 
every jobber. The development of the 
submerged pump has changed many 
people’s thinking to agree with Mr. 
Setzer’s. 

I cannot believe, though, that the 
tanks were laid upon a bed of cin- 
ders. This is contrary to everything I 
have been able to learn on the sub- 
ject of burying tanks. Also I think 
he would have been smart to backfill 
with sand. 

JAMES F, FITZGERALD 

F-W Oil Co. 

Janesville, Wis. 

Reader Fitzgerald is right. Larry 

Setzer didn’t cover the bottom of the 

tank pits with cinders. He used clean 
fill throughout. 








HAVE TOMORROW'S STATION TODAY WITH 


“GASILE’” 
STEEL FORMS 


(T.M. REG. & PAT. NO. 2.767.626) 


WRITE FOR INFORMATION OR PRICES 


Ww. B. GOODE COMPANY, INC. 
PHONE ELGIN 3-556! * 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 
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or giving tires the aiv...... 


There’s no percentage in gambling on second-rate hose—for your gas pumps 
—the grease rack—air station—or the radiator replacement hose you supply 
customers. 

In fact, every hose used around a well-run, modern station calls for the kind 
of dependable quality Goodyear hose always gives you. You can be sure it 
will pay off in longer, more trouble-free service despite the exposure to oil 
and rough handling most hose gets. 

So why settle for less than Goodyear quality in any hose you use or sell? 
Contact your Goodyear Distributor—or write Goodyear, Industrial Products 
Division, Akron 16, Ohio. EC, Wingfoot —T. M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 


..the big name in hose is 


GOODFYEAR 


THE GREATEST ae IN RUBBER 


April, 1960 + NATIONAL PETROLEUM NEWS 11 





““& NATIONAL SYSTEM eliminates errors and pro- 


vides greater management control,” say 


Kridler & Phil- 


lips, co-owners of the station bearing their names. 


> CLEAN, MODERN EXTERIOR of Kridler & 
Phillips Union Service, Pomona, Calif, 


“Our G@lalional Cash-Charge Control System 
saves us ‘3,100 a year... 


returns 118% annually on investment 


“‘We feel our National System is the 
best answer to modern, efficient service 
station management,” writes Don L. 
Kridler, co-owner of Kridler & Phillips 
Union Service. “‘It gives us a closer 
check on all phases of our business. 
“There are many things we like about 
our National Cash-Charge Control Sys- 
tem. For example, it gives us a close 
check between gas pumps and register. 
Cash balances used to vary as much as 
$3.00 to $6.00 per day, and we didn’t 
know what was causing it. Individual 
cash drawers and responsibility now en- 
able us to balance within pennies. 
“Forgotten charges are no longer a 
problem. Mailing out statements at the 
end of each month is also much faster 


!»? 


—Kridler & Phillips Union Service, Pomona, Calif. 


since all necessary records are already 
accomplished at time of sale. 

“Thanks to our National System, we 
have eliminated errors in addition on 
charge as well as cash sales. We heartily 
recommend this type of National Sys- 
tem to any Service Station that has an 
operation similar to ours. Our National 
System saves us $3100 a year and re- 
turns 118% annually on investment!” 


KF ele 


co-owner of 


Kridler & Phillips Union Service 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 


Your station, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular yearly 
profit. National’s world-wide service or- 
ganization will protect this profit. Ask 
- mag? > nts ap 1p aye 
an. (See the yellow pages o 
your phone book.) om 





Money-Making Ideas 


How to get the most out 
of all-night attendants, 
local club tie-ins .. . 


GOT AN ALL-NIGHT attendant on 
duty? You can get your money’s 
worth with a special overnight service. 
Pick up the customer’s car at the end 
of the day, then make the oil change 
- or repair, delivering the car to the 
customer’s door the next morning. 
Keeps the attendant busy and offers 
an “extra” service. 


$ 


HOW ABOUT a tie-in with local 
clubs? Esso suggests dealers give 
tickets to clubs. When a club member 
visits a station, the attendant stamps 
the ticket. The ticket then is redeemed 
for a donation from the station to 
the club. A lube job, for example, 
brings a 25¢ donation. 


$ 


EACH ATTENDANT at one Texaco 
station uses a different-colored ball- 
point pen. This simplifies crediting 
commissions under the dealer’s in- 
centive plan. 


DEALERS can put up a “good 
neighbor board” where customers 
may tack notices of items for sale, 
needs, club announcements. 


$ 


WHAT ABOUT those slow-moving 
items? Try cleaning off the shelves 
regularly and filling a barrel with 
“below cost” bargains. 


$ 


STEADY CUSTOMERS are reward- 
ed in a program started by Bay Pe- 
troleum this spring and summer. Cus- 
tomers get a coupon redeemable for 
X gallons of gasoline after a specified 
number of visits. 


$ 


A PENNSYLVANIA dealer gets 
more business for his station and at- 
tracts the attention of passing mo- 
torists with a haircut promotion. He 
hires a barber to give free haircuts 
to customers. The haircuts are given 
at the station, with the customer 
perched on a ladder in full view of 
the road. 
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WHEN ONE OF YOUR DEALERS 
RELINES A CAR’S BRAKES... 


does he make a friend— 


or lose a customer? 


You and your dealers are out to build a strong consumer fran- 
chise. But shoddy brake work may well cripple your efforts. 
That’s why you will want to control the quality of your dealers’ 
brake service by making certain that they use only quality linings 
and that they are equipped to do a really professional job. 
Raybestos can help you on both counts. 


Raybestos Brake Linings, as you know, are unexcelled. The 
result of premium materials and modern manufacturing methods, 
they are thoroughly proving ground tested. Mr. Motorist can 
rely on them. .. if they have been properly installed. And that’s 
why Raybestos training programs are so important. At local brake 
service clinics and in our own factory schools we show your 
dealers how to do the kind of brake work that ultimately boosts 
business at your stations—all kinds of business—pump sales, 
lube and oil jobs, and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 

RAYBESTOS-MANHATTAN, INC., Brake Linings * Brake Blocks © Brake Fluid « Clutch 
Facings * Industrial Rubber * Mechanical Packings * Asbestos Textiles * Engineered 
Plastics * Sintered Metal Products * Rubber Covered Equipment « Laundry Pads and 
Covers * Abrasive and Diamond Wheels ¢ Industrial Adhesives * Bowling Balls 
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FREE with an order of 24 (2 cases) of G-E Sealed Beam Headlamps 


‘ Sturdy, fold-down, 
pail-type handles 


Full-length trough 
for small parts 


‘iat Rugged 26-gauge all- 


steel construction with 
baked-on enamel finish 


ht 
Legs keep tray level 
on flat surfaces 


Locks onto 
radiator cap 


fits radiator cap... 
keeps tools handy...saves steps 
..saves time...cuts tool losses! 


G-E TOOL-MATE slips onto radiator 
cap, keeps tools within easy reach 


The G-E TOOL-MATE is 2” deep, 6” wide and 16” long— 
plenty big enough to hold all the tools normally needed for 
under-hood jobs. And there’s a trough running the full 
length that’s perfect for holding nuts, bolts and cotter pins 
that might otherwise be misplaced. 


HERE’S HOW A DEALER CAN GET A G-E TOOL-MATE—FREE! 
He just buys 24 General Electric Headlamps (2 cases) at his 
regular cost. (Any of these five G-E types: 6006—6012— 
—6013—4001—4002.) He pays only for the lamps. The 
G-E TOOL-MATE is free. And here’s a tip that will help 
sell G-E Headlamps faster: 


SELL THEM IN PAIRS. Have dealers tell customers with 2- 
headlamp cars how G-E SUBURBAN Headlamps will give 
them approximately the same lighting as new 4-headlamp 
systems. REMEMBER .. . only G-E SUBURBAN Head- 
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G-E TOOL-MATE keeps tools “on-the- 
job”, saves time, steps and tempers 


G-E TOOL-MATE keeps tools together, 
has trough for small parts, too 


lamps have the low beam filament on focus to provide the 
“spotlight” effect. Motorists see better in spite of oncoming 
cars’ lights. 

Order your G-E Headlamps aM K 
and G-E TOOL-MATES now 
from your General Electric sup- veal tage ’ 
plier so dealers can start using Yh a et 
the new G-E TOOL-MATE. VM Manly || 
General Electric Co., Miniature \UUR Ga / 
Lamp Dept. M-08, Nela Park, WA aA / 
Cleveland 12, Ohio. y a 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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OPEN THE DOOR 10 
GREATER PROFITS WITH 
THE LEADING LINE OF 
AUTOMOTIVE CHEMICALS 


ONLY THE DU PONT NO. “7” LINE... 
offers your stations all these special advantages to increase 
profits during 1960: 

ADVERTISING: Starting in May, the most powerful TV adver- 
tising campaign in the industry will promote No. “7” Prod- 
ucts to 101,250,000 television viewers on 7 network TV 
shows. Four-color advertisements in 6 major national mag- 
azines will reach more than 8,000,000 readers. 

NATIONAL SALES ORGANIZATION: Thirty-five years of 
working with the service station trade provides Du Pont 
with invaluable experience for training your dealers to sell 
No. “7” Products. 

MERCHANDISING AIDS: Free display material and selling 
aids are available for the asking. A new No. “7” Display 
Rack (below) for stations sells by itself... pays for itself. 
STRONG SEASONAL PROMOTIONS: Spring and Fall extra- 
profit deals bring dealers more profit than ever on No. “7” 
Products. And the Pre-Anti-Freeze Program and Spring 
Drain-Out Program set cash registers ringing several months 
each year. 

FAIR TRADED: Fair Trade consumer prices are rigidly en- 
forced in all states having Fair-Trade statutes. The No. “7” 
line is not distributed through the grocery trade. 


Cash in on a “growth” business by 
selling this national chemical line. For 
complete information write : 


Automotive Speciaities Room N2502 
E. I. du Pont de Nemours & Co. (inc.) 
Wilmington 98, Del. 


sad ew BETTER THINGS FOR BETTER LIVING ... THROUGH’ CHEMISTRY 
DUPONT  — s« N°. “7” PRODUCTS... 


FOR SOARING SALES IN THE SIXTIES! 
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Report No. 7 on trends in service station lighting 





Se 


New pump island luminaire solves 
modernizing problem economically 


A major step toward modern lighting for this independently 
owned service station was made very economically by installing 
Revere 9800 Fluorescent Luminaires on pump islands in place 
of the former pylon lights. The new luminaires give eight times 
more service-area light, making the station look more inviting 
and providing much better visibility for servicing cars. 


The integral construction of the lamp and reflector assem- 
blies in these Revere luminaires permits setting the reflector 
angle with lamps in and burning—lets you adjust reflectors indi- 
vidually for the desired spread of light. A center channel be- 
tween the reflectors contains the ballasts, keeps ballasts cooler 
for greater efficiency, and simplifies installation and wiring. 

Poles for these luminaires make conversion easy. The base 
slips over existing anchor bolts mounted in bolt circles from 
8 to 11 inches in diameter. An adjustable poletop slip fitter 
permits rotation of the luminaire to any angle in relation to the 
island — regardless of how existing anchor bolts are set. 

Where economy is important in improving outdated service 
station lighting, the Revere 9800 Fluorescent Luminaire and 
Conversion Pole provide excellent lighting at a minimum cost. 





1. Four Revere No. 9808-VP Luminaires with two 8-foot 
1500 ma lamps provide light for entire service area. 
Reflectors are mounted at 15° tilt for better light distribu- 
tion. Special adjustment feature permits individual adjust- 
ment of reflector angle outward for the desired spread of 
light. (Also available to take 6-foot 1000 ma lamps.) 


2. Two Revere No. 463-214A round steel poles with double 
mounting brackets and air connections. These poles make 
conversion easy because the base is adaptable to any type 
base bolt pattern, from 8 inches to 11 inches diameter. Poles 
are furnished with adjustable slip fitter which permits 
alignment of the luminaire at any angle in respect to the 
island, regardless of old anchor bolt pattern or spacing. 
Poles are also available with single arm mounting brackets 
for lighting perimeter areas and approaches, and will accept 
Cluster Lites in place of drive-on-ball. 


3. Revere No. 3800 Series Eliptor floodlights on Revere 
hinged poles No. 199-G-20 provide light for perimeter area. 
Hinged pole makes maintenance and relamping safe and 
easy from the ground. 


Send for your copy of Revere's lighting equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Avenue e 


Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 e Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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lowest maintenance cost 











| BENNETT OPEN DOOR 


serviceability 





If pump maintenance costs are reducing your is accessible as soon as you open the front 
profits, it’s time to investigate Bennett’s long-term é door, and no special tools are required for preventive 
economy. Design simplicity and quality . ~s : . = maintenance on a Bennett. No wonder 
construction build dependability into Wy = Bennett is famous for low upkeep 


every Bennett. Every vital component costs year-in and year-out. 


THE STANDARD FOR COMPARISON 


TIRE SALES 





WHEEL ALIGNMENTS 





ADD QUARITS AND OIL CHANGES 





RADIATOR and COOLING SYSTEM SERVICE 





FILTERS, FAN BELTS, BATTERY CABLES 
and ALL TBA 








Accurate, automatic tire inflation helps you spot wheel and tire needs 
while they’re parked at the pump island. ISLANDER water service gets 
you under the hood, makes it easy to discover other sales opportunities. 


Customers appreciate speedy one-stop ISLANDER service. 
Air and water on the island in one compact unit. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque ¢ Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland 
Dallas * Denver * Detroit * Kansas City * Los Angeles * New Orleans * New York * Philadelphia 
Pittsburgh * Rochester * Salt Lake * Seattle * St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER” 
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The Southeast: War Declared on Taxes 


Virginia oilmen had exhausted the usual means of fighting gasoline-tax 
increases, but were still losing. So they took their case to the people 
in a statewide campaign—with roadside tax-excluded price signs 


THE USUAL WAY to fight a gaso- 
line-tax increase is by lobbying, writ- 
ing letters to legislators, and placing 
favorable publicity in newspapers. 

Virginia oilmen 
had_ tried all 
these, but Gov. 
Almond’s_ bill 
calling for a 1¢- 
gal. increase pass- 
ed the Senate any- 
way. That was the 
signal for a new 
approach. 

As it turned 
out, the legisla- 
ture passed the 
bill, after delays, 
in the late hours of the session. It 
boosted gasoline tax from 6¢ to 7¢ on 
cars and 8¢ to 9¢ on trucks, effective 
July 1. 

But Virginia oilmen didn’t write it 
all down to loss. At very least, they 
caused lawmakers to take some seri- 
ous second looks at the tax proposal. 
Moreover, they picked up vital ex- 
perience for possible future tax battles. 

Here’s how it came about: 

Just after the gasoline-tax bill 
passed the Senate, Virginia’s Petro- 
leum Industries Committee came up 
with a plan calling for more action 
and less talk. 

The idea: to make the public sit 
up and take notice. Tell the motorists 
they’re about to be hit right smack in 
the pocketbook. 

The committee made plans to get 
every filling station in the state to 
post gasoline prices with tax excluded 
(see photo). 

Materials required for the program 
were simple. Decals bearing 3-in.-high 
letters “EX” were distributed to sta- 
tions with requests that they be used 
to change the lettering on roadside 
price signs. 

Where the price signs normally read 
“tax included,” station managers were 
supposed to use the “EX” decals to 
change “included” to read “excluded.” 
And all posted prices were to be 
changed to show extax figures. 

Realizing that motorists might re- 
sent the unusual extax postings, the 
Petroleum Industries Committee also 
furnished the stations with cards ex- 


By B. E. Barnes 


Dealers hand out cards telling customers posted price doesn’t include 10¢ taxes. The 
cards mention the new state-tax proposal and urge motorists to fight it 


plaining the extax signs. The card, 
handed to motorists pulling into sta- 
tions, reads: 

“The price advertised on the curb 
sign is the price of the gasoline alone. 

“The price you are paying is the 
price of gasoline plus 10¢ in state 
and federal taxes. 

“Moves are now under way in the 
state legislature to further increase this 
tax. 

“If you don’t want to pay any more 
gasoline taxes, communicate now with 
your representatives in the state legis- 
lature. They can add miles to your 
driving dollar by keeping taxes down. 

“Gasoline’s a buy—only the tax is 
high.” 

A few days after the campaign 
started, Claiborne D. Gregory, execu- 
tive director of the Virginia Petrole- 
um Institute, told NPN that 75% of 
all stations in Virginia were partici- 
pating. Distribution of decals and ex- 
planation cards went off very smooth- 
ly; each major gave them out to its 
stations. 

In explaining what was regarded 
as remarkable 75% participation, 
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Gregory said: 

“This thing works just like a ‘gas’ 
war. When the guy on one corner 
posts extax prices, it almost forces 
the guy on the other corner to do 
the same.” 

Whether the campaign succeeded 
or failed in defeating Almond’s bill, 
oilmen in Virginia felt they had come 
up with a new potent weapon in the 
fight against gasoline taxes. 

This view was shared by marketers 
in other parts of the country, as news 
of the campaign spread rapidly from 
Virginia. In addition, they hoped to 
get a free ride on any national public- 
ity the Virginia campaign received. 

Motorists’ reaction in Virginia re- 
portedly took some extreme forms. 
One motorist was said to have re- 
turned his oil-company credit card 
with a letter accusing the company 
of deceptive advertising. 

According to another report, a 
woman driver, when informed that 
full price was 10¢ more than the drive- 
way sign indicated, insisted she had 
never paid tax on gasoline and wasn’t 
going to start then. 
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Shell jobber McLocn delivers oil products to lobstermen on islands off Maine’s coast. His ‘fleet’ is two tankers 


The East: An Island-Hopping Jobber 


Selling oil products to fishermen off Maine's 
coast was a natural for a lobster buyer. That's 
how A. C. McLoon got started in what is probably 
one of the ‘saltiest’ jobberships going today 


JOHN McLOON 
Vice President, A. C. Mcloon and Co. 


His conference room is a galley 











md 


‘@ 


First stop on any oil-distributing voyage is Shell's ter- 
minal at Searsport, where empty tanks are filled 


Taps Maine Market 


HERE AREN’T MANY jobberships like A. C. 
McLoon and Co. of Rockland, Me. To Mc- 
Loon, tankers are as important as highway rigs. 
Probably more than 1-million gal. of McLoon’s 
4-million-plus gallonage (Shell) are distributed by 
tanker. The marine business came first; the main- 
land market was an offshoot. 
President A. C. McLoon, now 85, got in the 
oil business in the early 1900s. Buying lobsters 
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The ‘William McLoon’ makes all deliveries unless she’s out 
of commission. She holds 58,000 gal., measures 81x21 ft. 





Typical bulk storage on the islands isn’t anything fancy. 
Plants are built for utility, not to win beauty contests 











a ete 





With a four-day, island-hopping 


Typical McLoon island-marine account has 
piles of lobster pots almost everywhere 


(Begins on page 20) 
from Maine’s offshore lobstermen, he saw their 
need for oil products, on their boats and at home. 

Today McLoon’s offshore oil market stretches 
more than 150 miles along Maine’s coast, from 
“downeast” at Cutler to Boothbay Harbor, and out 
20-25 miles to Monhegan and Criehaven Islands 
(see map above right). 

This market includes some 30 accounts: sub 
jobbers, drive-in stations, commercial, and marine 
dealers, plus about eight mainland marine accounts. 

McLoon used to haul product to the islands in 
55-gal. drums lashed to the decks of lobster-buying 
schooners. Now, although McLoon still buys lob- 
sters, his fleet includes the William McLoon, 58,- 
000-gal., and Texoil, 10,400 gal., which is used 
in emergencies. 

The marine demand is more than seasonal. The 


schedule ahead, McLoon’s tanker leaves 
the mainland behind. She’ll deliver some 32,000 gal., cover about 210 miles 


3 . % 
At all stops, captain (left) and cook 
work together in unloading product 


Motor oil in cases on deck is going to Swan Island dealer. Tanks in 
background will take 2,000 gal. of gasoline, 1,700 gal. of kerosine 


busy season is July to April. Summer demand is 
mostly gasoline (for cars and boats), fall and win- 
ter demand is mostly kerosine and No. 2 oil, spring 
demand is gasoline (for fishing) and some diesel. 
Two power plants need diesel the year round. This 
keeps the William busy 180-200 days a year. 


If you think dispatching a fleet of trucks is com- 
plicated, compare it with one of McLoon’s tanker 
trips. 

There’s the crew to alert, supplies to buy and 
put aboard, TBA orders to assemble and stow 
away, deciding how much white “gas” to load at 
McLoon’s dock and how much of what other 
products to take on at Shell’s Searsport terminal, 
how to arrange the sequence of stops, and where 
to tie up overnight. 


There’s also weather conditions (actual and 
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$B Mainland Market 
@® Tonker-Supplied Market 








Subjobber equipment on some islands isn’t McLoon’s tanker plies this island area 180-200 days a year, includ- 
the latest, but it gets the product delivered ing hauls from Portland for Esso and Mobil jobbers on one island 


* 


The ‘William’ lies at a dealer’s dock on Beals Island, off Jonesport, to un- Skipper Amos Small uses whatever 
load gasoline. Pumps (120 gpm) on deck are powered by tanker’s diesel engine is handiest to measure level in tanks 


forecasts), time and tides at various stops, knowl- 
edge of the channel and dockside depths in rela- 
tion to time and tide charts and tanker draft. The 
draft depends on how much the William is carry- 
ing at the time. 

Such details are ironed out the night before 
leaving at a galley conference between John Mc- 
Loon, son of the founder and vice president of 
the company, and the crew. 

A typical summer trip lasts four days, covers 210 
miles. About 32,000 gal. are delivered, including 
16,600 regular, 6,400 kerosine, 6,200 white, 1,400 
premium, 1,000 diesel, and 325 No. 2 oil. @ 








Story and photographs by wile >< - ta 


CORNELIUS BRODERSEN Each journey takes complex planning, like figuring tide 
East Coast Editor charts and tanker draft in relation to dockside depths 
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Rs Tj THE COMPLETE 4” SYSTEM 
(NEW FROM TRUCK TO TANK) 
BUCKEYE SPEEDS FILLING — CUTS COST 
The trend is to 4”. And with good reason. 
More fills per day mean lower costs per 
fill. Buckeye’s Tight Fill, the complete 4” 
system, speeds flow—cuts delivery costs. 
All connections just twist on and lock. 


Simple and inexpensive to install. Easy to 
Tl 4 HT FI LL convert your present 2” or 3” system. 
. “ 
Ni tw # §337-G Cuminum 4 
Side-seal “O” ring. Permanently lubri- 


cated ball bearing swivel action. Posi- 
tive lock-on. Three gasketed windows, 


New # §337-F Brass 
4" Fill Cap Aaaembly 


i Lock-type cap with side- 
seal “O” ring. Water 
tight. Brass adapters 
with 2”, 3” or 4” thread. 
Internal gasket seals 
submerged tube. 




















NV ew) #9469 4! Ubuminum Tank 
Thuck F auctt 


Compact. Easy to operate. Unrestricted flow. 


New#717-D Coat Thon Manhole 
bot 4 lnctallations— 


To convert 2” or 3” fill pipes. No need 
to tear up concrete. 


SPOOHSSHOSSSHSHOSHSHHESSSHHHSEHSEHSEHSHOSSSHSHSEESE 


“Put them all together and you have fast, tight, safe, full-flow delivery. Write 
for full details of the Buckeye 4” Tight Fill—or call your Buckeye Distributor. 


f BUCKEYE IRON & BRASS WORKS + P.0. Box 883, Dayton, Ohio 


NATIONAL PETROLEUM NEWS ° April, 1960 





The Rockies 


Frontier tries managed 
distributorship to cut 
losses in price wars 


SUCCESS with a dealer-lessee mar- 
keting operation in Omaha, Neb., is 
causing Frontier Refining Co. to map 
plans for similar marketing in Denver 
and Utah. 

“The whole ob- 
jective,” says Bill 
Seuren, Frontier's 
vice president for 
sales, “is to limit 
losses during cha- 
otic price wars 
and maximize the 
netback in nor- 
mal times.” 

Frontier has 
no plans to scrap 
its jobber opera- 
tions, long the cornerstone of its mar- 
keting, Seuren emphasizes. “But there 
are some soft spots where we've got 
to have more flexibility to meet de- 
pressed marketing situations—to min- 
imize the effect of price wars,” he 
says. 

At Omaha, Frontier has estab- 
lished, in effect, a subsidiary company 
to handle 10 dealer-lessee service sta- 
tions plus a fuel-oil business. The 
properties were acquired from a 
jobber. 

Frontier designated Wayne Hinds, 
a veteran oil marketer, as manager of 
the Omaha operation. “He’s given 
wide latitude in administrative opera- 
tion and conducts it just as he would 
his own business,” Seuren says. 

However, Frontier maintains close 
supervision. Staff officials make regu- 
lar visits to Omaha, from Frontier’s 
Denver headquarters. Accounting 
procedures and other administrative 
practices are reviewed regularly. 

Success depends, Seuren says, on a 
“strong manager” and a solid founda- 
tion of good business practices. Be- 
fore Frontier started the Omaha op- 
eration five months ago, company 
experts made a thorough study of the 
profit-and-loss potential. Operations 
were projected a year ahead. 

“We saw where dips in revenue 
might occur and took steps to meet 
them,” Seuren says. “The result has 
been that revenues, profits, and losses 
have closely paralled our forecasts.” 

Frontier is now studying a similar 
marketing setup at Denver, where the 
company felt it had to abandon job- 
ber operations because of extreme 
price wars the past two years. Fron- 


By Frank Pitman 
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tier had been marketing only through 
distributors there, but found it could 
not afford price protection for jobbers 
during the recurring wars. 

About 35 Denver stations will be 
operated on a _ dealer-lessee basis. 
They will be closely supervised by a 
manager, who has full responsibility 
for their success. “He will run an op- 
erating branch like the one we have 
in Omaha,” Seuren says. 

Fifty or more stations in Utah will 
be operated this way, too. 

Seuren says success of such opera- 
tions depends on (1) a strong, cap- 
able manager; (2) comprehensive ac- 
counting of every phase of operation; 
and (3) close staff management by 
company personnel. 

A vital part of the new system, 
Seuren believes, is “the use of the 
analytical technique to provide a map 
to show where your operating branch 
is going. A detailed profit-and-loss 
estimation for the period ahead is es- 
sential. That’s not new, of course, for 
oil companies, but it’s unusual at the 
level of the dealer-lessee station.” 


Suburban Gas Service Co. of Po- 
mona, Calif., wants to build a 4-mil- 
lion-gal. LP-gas storage facility near 
Moab, Utah. The company serves 
parts of Utah and Colorado. 

The underground storage cavern 
will be carved from salt formations by 
hydraulic leaching. 

Suburban has applied for state ap- 
proval, hopes to complete the project 
by Aug. 1. 


Merchants Oil Co., Phillips jobber 
in Denver, Colo., has filed a suit chal- 
lenging the constitutionality of a state 
law requiring gasoline distributors to 
give retailers a 1% rebate on state 
tax liability for shrinkage and spillage. 

The state tax is 6¢ gal. 

Merchants’ suit names as defend- 
ant, Robert A. Theobald, state direc- 
tor of revenue. 

A retailer supplied by Merchants, 
Al Route, complained to Theobald 
last year that Merchants was not giv- 
ing its retailers the 1% refund. 

After a hearing, Theobald ordered 
Merchants to grant the 1% refund 
or it would have its state distributors’ 
license suspended. In his order, Theo- 
bald notes that the state revenue di- 
rector could not compel the company 
to pay allowance in cash but could 
force compliance with the law. 

Theobald said all other distributors 
were crediting their retailers with the 
1% allowance either in cash, gasoline 
or other petroleum products since the 
law was enacted in 1953. 

This law is in the form of an 
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AGUURAL 
INFLATION 


TIREFLATORS 


Eco Tireflators deliver the 
exact pressure required — 
automatically! One-step 
accurate inflation saves 
time, improves service 
standards. Customers ap- 
preciate added tire life 
from precision inflation. 
Wall and pedestal models 
put air where it’s needed. 


Ke 


JOHN WOOD (fp 
COMPANY  \Sae 
BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 
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amendment to another state law that 
authorizes distributors an allowance 
of 2% on their state tax liability to 
cover losses in transit, delivery spill- 
age, and costs of collecting the state’s 
tax. This is the responsibility of the 
distributor. The effect of the 1953 
amendment was to split the 2% allow- 
ance among the distributors and re- 
tailers. 

Merchants claim the 1% 
ance is unlawful, void, and uncon- 
stitutional. Its suit contends “the 
bounty or gratuity to be paid accord- 
ing to statute by a distributor to a 
retailer is a taking of property from 
one person to be paid to a third and 
is denial of due process and equal 
protection.” The suit adds that the 
allowance is “special legislation to 
benefit motor-fuel retailers.” 

President of Merchants is George 
Calkins, vice president of the Na- 
tional Oil Jobbers Council. 

A district-court hearing is sched- 
uled for April 1. 


allow- 


®The Wyoming Supreme Court is 
expected to hand down about mid- 
April a decision on the constitu- 


tionality of the state’s anti-trading- 
stamp law (NPN—Feb. p24). 

At an eral hearing, Attorney Gen- 
eral Norman Gray said lawmakers 
have a “perfect right” to outlaw 
stamps. 

Stamp-company attorneys contend 
theres little difference between trad- 
ing stamps and advertising, and mer- 
chants shouldn’t be told by law they 
can’t use them. 


>Husky Oil Co. of Cody, Wyo., is 
expanding its refinery there from 7,000 
to 9,000 b/d and adding new catalytic 
cracking and alkylation units. 

The modernization program, cost- 
ing $8-million, includes construction 
of a products pipeline to Billings, 
Mont. It’s expected to be completed 
in late 1960. 


Skelly Oil Co. has bought the oil- 
marketing assets of A. E. Chandler, 
Casper, Wyo. The properties consist 
of a bulk plant and one service sta- 
tion. 

The retail outlet is Skelly’s 12th in 
the state. 





The West 


Discount house triggers 
price war...More Chevron 
dealers sign new lease 


THE WINTER MONTHS in the East 
Bay (an area including Oakland and 
Berkeley, Calif.) have been marked 
by one of the most devastating price 
wars in years. Described as “vicious” 
by a spokesman for the California 
Petroleum Marketers Council, the 
disturbance last month forced sev- 
eral independent outlets to shut down 
temporarily. 

At one point majors were selling 
gasoline 2¢ gal. below independents’ 
price, and some major outlets were 
even threatening to turn off their 
pumps. 

Prices dropped as low as 19.9¢ for 
regular (including tax), about 12¢ 
below normal. This was the low for 
majors. Independents dropped only 
to 21.9¢. 

The spread on premium gasoline 
went as high as 8¢ at the depths of 
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the disturbance. During price wars 
the price of premium is often the 
factor that keeps an outlet in business. 

The war started in February when 
a discount house in El Cerrito, North 
of Berkeley, advertised regular at 
17.9¢. However, this was a “gim- 
micked” price, in that the customer 
could not get it without presentation 
of special tickets issued by the retail 
department of the store. The price to 
nonholders was 22.9¢, but this was not 
advertised on the street. 

Independents reacted with an at- 
tempt to undercut the “gimmicked” 
price, and the war was on. The 17.9¢ 
price didn’t hold up, and the war sta- 
bilized at somewhat higher prices. 

The situation was prolonged by a 
squabble among independents, some of 
whom protested the practice of others 
in giving 1¢ or 2¢ discounts off posted 
pump price. Complaining outlets post- 
ed prices several cents lower than the 
“pump-discount” stations in an at- 
tempt to meet so-called “under the 
counter” discounts, and this situa- 
tion prevented early strengthening of 
prices. 

Prices later last month edged to- 
ward normal, with ‘majors selling as 
high as 26.9¢ for regular. Independ- 
ents who had closed opened again. 

Observers feel that the war was 
somewhat of a freak, in that gasoline 
stocks on the West Coast were rela- 
tively low. The feeling is that it was 
mainly emotion that kept the disturb- 
ance active for more than three weeks. 


Standard Oil of Calif., Western 
Operations Inc., reports that more 
than 95% of its current Chevron deal- 
ers have signed the company’s new 
three-year lease. Some aspects of the 
new lease have been denounced by the 
California Federation of Service Sta- 
tions (CFSS) and the California Auto- 
motive Wholesalers Assn. (NPN—Jan. 
p26, Feb p30). 

G. C. Briggs, Western Operations 
retail sales manager, says the protests 
were based largely on rumors that cir- 
culated before the facts about the new 
lease became known. Innovations in 
the new lease include a 10% override 
on gross profit from sales of merchan- 
dise of a type not supplied by Stand- 
ard Oil, and a 50% override on park- 
ing profits. 

According to Briggs, these are main- 
ly changes in bookkeeping methods, 
and dealers do not find, under the new 
lease, any change in the basic relation- 
ship with Standard. He expects almost 
all of the remaining dealers to fall in 
with the new arrangement within the 
next few weeks. 
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CFSS has charged that the lease 
restrains trade and could lead to mo- 
nopoly, and its built-in penalty pro- 
visions could lead to “exclusive deal- 
ing.” 

The federation contends that not 
even 100% dealer acceptance of the 
new lease will alter the fact that it de- 
prives dealers of substantial business 
and property rights, because dealers 
may have too much at stake to refuse. 


PIn the aftermath of a gasoline 
price war lasting nearly two months, 
O’Neil Brothers Wilshire Service 
Stations leased all 10 of their stations 
in Sacramento, Calif., to Standard 
Oil of California. 

Price was not disclosed. 


The oil-burner technician school 
conducted by Oil-Heat Institute of 
Washington has moved into perma- 


nent quarters next to OHI head- 
quarters in Seattle. 

The burner school is already put- 
ting its new home to use, conducting 
an 11l-week intermediate course that 
ends May 11. Later the school will 
hold an 11-week course for beginners. 


The Southwest 


Get a shady reputation 
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American compressor. 
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For full details on how compressed air 


and you're ruined, says 
major-companymarketer 


JUST A WEEK earlier, over a fair- 
to-middling steak at a Ft. Worth, Tex., 
country club, a young general con- 
tractor had told bitterly how a par- 
ticular kind of 
business practice 
was corrupting 
his field. 

And now, here 
was this major- 
oil-company mar- 
keter, in his 
Houston office, 
voicing the fear 
that his industry 
may be threat- 
ened by the same 
thing. 

What these men were talking about 
is a problem that’s been around since 
Cain killed his brother Abel. It’s that 
“Tl get mine any way I can” attitude 
so common in some places today. 

The young contractor had told how 
too many in his field have, in bidding 
for jobs, shaded prices so much that 
they’ve ended up having to do shady 
work in some cases. He had men- 
tioned many practices he considered 
wrong morally, if not legally. 

He had wondered how some of his 
competitors could be proud of their 
work, considering how they had ob- 
tained certain jobs and how they had 
done them. 

And then, here was the major mar- 
keter talking. 

“We are faced today with a grow- 
ing number of people, especially at 
the all-important retail level, who just 
don’t understand or care about the 
value of good, honest reputation,” he 
said. 

“We have always had a few dealers 
in this business who leaned toward 
shady doings. That’s understandable, 
considering the thousands we have in 
our service stations. I think we have 
been very fortunate in the past in 
attracting the type of people we have. 

“But, of late, it seems there has 
been a slow, steady growth in the 


By Marvin 
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number of the more undesirable type. 
We used to get one or two customer 
complaints a month. Now, at times, 
we get two or three a day. 

“What kind of complaints? Mostly 
the little stuff, like some guy taking 
advantage of a lady motorist to sell 
her items she doesn’t need. Maybe 
another short-changes a customer. In 
many cases, the dealer may not see 
anything wrong in what he has done, 
and that’s where our trouble lies. 

“We need to impress upon these 
people the basic tenets of good busi- 
ness. They must understand that all- 
important thing called ‘buyer con- 
fidence.’ 

“This isn’t easy to keep in mind 
today. These men in our stations, as 
well as at other levels in our market- 
ing picture, wake up each morning to 
news of this guy and that one getting 
away with something. They hear al- 
most daily of things going on in other 
fields and industries that make them 
wonder about the Golden Rule they’ve 
been taught. 

“I just hope we can make our peo- 
ple understand, however, that we must 
follow absolute honesty and good 
service practices in our stations. If 
we don’t, we are just throwing mil- 
lions away on advertising, good prod- 
ucts, and attractive stations. Get a 
shady reputation for doing business, 
and you are ruined.” 

This marketer went on to say his 
company is now emphasizing “basic 
business fundamentals” in its training 
program these days. 

“We are trying to bring the Golden 
Rule back. If all of our men will just 
treat every single customer as they, 
themselves, would like to be treated, 
we won't have any problem. Maybe 
the Golden Rule sounds corny today, 
but the company that remembers it 
will be ahead of those that don’t, 
eventually.” 

He went on to point out how a 
single service-station operator can 
give his company a bad name. 

“The buying public, in general, still 
looks on a major-company branded 
station as representing that company. 
Maybe he had heard John Smith is an 
independent dealer, but as far as he’s 
concerned, what Smith does is repre- 
sentative of the company whose prod- 
ucts he sells. If Smith tries to pull one 
over on him, he’s down on the entire 
company and all of its stations, not 
just Smith’s. 

“Just as one soldier can give an 
entire Army camp a bad name, so 
can one service-station dealer.” 

The big problem oil-marketing 
companies face in trying to combat 
this situation is the independence of 
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dealers says this marketer. They can 
be instructed, but the law limits com- 
manding them in their day-to-day 
operations. 

The marketer has, however, or- 
dered sales representatives in his divi- 
sion to call him immediately on any 
customer complaint of “shady” treat- 
ment. He intends to take whatever 
steps he can to eliminate such prac- 
tices, while simultaneously carrying 
on “good practices” teaching in the 
company’s training programs. 

He hopes this will help keep the 
good reputation of his company, and 
he hopes others in marketing will 
recognize the seriousness of the prob- 
lem and take steps to correct it. 


The Midwest 


Why major-brand jobber 
likes private brand too 
...Pure Oil woos jobbers 


A PHILLIPS jobber in Fargo, N. D., 
is getting his feet wet in dual-brand 
operation and he likes it. 

Bob Tallman of Tallman Oil Co. 
has set up Paraland Service as a 
wholly owned subsidiary of his brand- 
ed company to take on his supplier’s 
private brand of gasoline and motor 
oil. 

“It’s giving me, a branded jobber, 
a crack at the unbranded market,” he 
says. He decided to go into private- 
brand retailing after seeing a major 
company’s report on the private- 
brand share of the market in his area. 
It showed that 53% of the gallonage 
was handled by 16 private-brand out- 
lets, 47% by 67 branded outlets. 

“Another major,” Tallman says, 
“conducted the same type of survey 
and came up with the figures just re- 
versed. When you average them out, 
you find that 50% of the gallonage 
goes through 16 private-brand outlets 
and 50% goes through 67 branded 
stations.” 

Tallman started with one station in 
Moorhead, Minn., across the river 
from Fargo. He’s building another 
outlet in the same city. 

Tallman has no idea how far he'll 
go in private-brand stations. “You 
have to feel your way,” he says. 

Phillips didn’t object to his going 
private brand, says Tallman. “I don’t 
think they would object so long as 
you have dene your best to develop a 
market for the Phillips brand,” he ex- 
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plains. With nine first-class Philups 
stations, Tallman thinks he gives his 
supplier a fair shake. 

The existing Paraland station is sal- 
ary operated. The one being built will 
be, too. “Salaried station attendants 
give the type of service you want them 
to give,” Tallman says. 

Tallman’s first Paraland outlet was 
a branded station purchased for about 
$40,000. It included other income 
producing property. The station was 


doing 10,000 gal. per month branded; 
latest figures show it doing 33,000 
gal..a month private-branded. 

This, Tallman says, is in spite of its 
poor location, away from the main 
streets in Moorhead. Tallman reports 
he sought Phillips’ financing for the 
purchase of the station, but was turn- 
ed down because of its secondary lo- 
cation. So.he put his own money into 
the project. 

“Facilities were poor, they still are,” 
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Tallman adds, “but we seem to be do- 
ing the business.” Open 18 hours a 
day, this Paraland station offers lube 
service, has four pumps. 

The station Tallman is building will 
cost about $16,000, exclusive of land. 
“That’s about half what I would nor- 
mally put into a station,” he points 
out. 

The new station will be in a better 
location, will have 150-ft. frontage, 
eight pumps. It will be open 24 hours 
a day, will not have lube facilities. 


Pure Oil Co., a jobber-minded ma- 
jor, says its jobbers in the Northwest 
division have a total of 3,499 years of 
service with Pure behind them. 

Pure is spreading that word to its 
own resellers as well as to other job- 
bers at jobber conventions in the area. 

It has rigged up a relief-type map 
of the division to show the cities and 
towns where it has jobbers handling 
its products. Each jobber is represent- 
ed by a twinkling light bulb, and un- 
derneath each bulb is the jobber’s 
name and the year in which he started 
with Pure. This device is displayed at 
jobber conventions. 

Among Pure’s oldest jobbers are 
Thompson Oil Co., Montevideo, 
Minn., and Burmesier Oil Co., Fari- 
bault, Minn. Both have been handling 
Pure products since 1919, a span of 
49 years each. 


Effective Jan. 1, Indiana Coal Mer- 
chants Assn. Inc., Indianapolis, ceased 
to exist. It’s now known as Indiana 
Fuel Merchants Assn. The new name 
was chosen to cover the dual-business 
operations (coal and heating oil) of 
many of its members. 


What? No Kitchen Sink? 


GIVEAWAYS are being added to 
cut-prices among independent Chica- 
go dealers. Sign above is typical. 
Another hot premium is the 25¢ car 
wash — given with purchase of so 
many gallons of gasoline. 
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Missouri 


Jobbers, majors discuss 
marketing divorcement 


DIVORCEMENT became a big dis- 
cussion topic at the recent meeting of 
the Missouri Petroleum Assn., because 
that subject was highlighted on the 
program. As it turned out, a lot of 
opinions and ideas were developed, 
but the issue was not settled. 

Marketing divorcement was dis- 
cussed through a panel composed of 
two major-company representatives, 
J. G. (Doc) Jordan, marketing VP of 
Shell, and George D. McDaniel, man- 
ager of distributor-dealer relations for 
Mobil, and two jobbers who favor di- 
vorcement, Ken A. Goodwell of Rich- 
mond, Ind., and E. L. (Bus) Lohr of 
Columbus, Nebr., both Phillips job- 
bers. The 100-minute discussion was 
moderated by Frank Breese, NPN. 

Goodwell, explaining his position, 
said: “Divorcement is primarily a ral- 
lying point for jobbers who realize 
that some way or another they are 
confronted with competitive problems 
beyond their control. . . . The first 
group of jobbers looks at divorcement 
as a means of eliminating their major 
competition. . . . The second group of 
jobbers thinking about divorcement 
are those jobbers who seek to under- 
stand their present situation.” 

But what happens when there is di- 
vorcement? Here there were contrast- 
ing opinions. The jobbers thought the 
jobbers would come out fine, but the 
major-company executives warned of 
dire consequences. 

“Jobbers would become marketing 
specialists,” said Goodwell. Also, he 
thinks divorcement would reduce 
some of the “inflated selling costs” of 
the majors. “Survival and success 
would be related more nearly to effi- 
ciency and less to the charity of sup- 
plier subsidy,” said Goodwell. 

Jordan said flatly that divorcement 
would eliminate two-thirds of the job- 
bers. In the same vein, McDaniel 
said: “Divorcement at the refinery 
gate would seem to be nothing less 
that a way of legislating vast numbers 
of jobbers out of business.” 

Both Jordan and McDaniel, stress- 
ing that point, said marketing divorce- 
ment would result in the formation of 
marketing companies that would sup- 
ply products direct to customers, elim- 
inating the jobber function. 

Jordan disputed the claim that ma- 
jors subsidize marketing with crude- 
oil profits. Fifty per cent of the U. S. 
crude is handled by independent pro- 
ducers, said Jordan, so nearly all sup- 
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pliers have to buy large amounts of 
crude because they are not self- 
suificient. 

In the end, this turned out to be 
an educational discussion, providing 


about. The Missouri jobbers, though, 
were really concerned with the im- 
mediate problems of surplus product 
and soft prices. 

Another subject that concerns many 


so resolutions adopted by MPA was 
aimed at co-ops under the heading, 
“Tax Equality.” “All business should 
pay taxes on their profits regardless 
of corporate structure,” says Missouri. 


some viewpoints on a subject most 
marketers don’t bother thinking 


Missouri jobbers is the competition 
from co-ops. The first of a dozen or 


“MPA urges Congress to . . . correct 
tax inequality (through legislation).” 

Bill Jones wound up his two one- 
year terms as president with the larg- 
est turnout ever. The meeting was in 
the Chase Hotel, St. Louis. 





Wisconsin 


Blizzard doesn't dampen 
enthusiam of jobbers 
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BE SURE r7's SCULLY 


Don’t be misled by the claims or first costs of other available 
products. Whether you order a single petroleum delivery 
product or an entire, time-proven system, be assured that 
SCULLY has made it as efficient as modern engineering 
permits. There are no short-cuts to better value and long, 
trouble-free service. 

For example, after years of dependable service for hundreds 
of petroleum distributors, the Scully UNIFIL System is still 
unchallenged as the fastest, most complete and most reliable ceded the formal opening of the con- 
tight connection method. The first company to adopt the vention. 

UNIFIL System has yet to replace a single Adaptor. I. M. Nelson, Boston Machine 
Works, spoke on “Fuel Oil and How 
to Sell It.” Nelson took a healthy 
swing at companies who publicize “‘su- 
per” equipment that’s still in the 
research stage. 

“Our belief,” he said, “is that new 
hopes for equipment should be kept 
from the public until they become a 
fact. Publicity on extra-efficient heaters 
and other gadgets make the consumer 
dissatisfied with the equipment that is 
on the market. They don’t know that 
the equipment they’ve read about is 
only a lab project or dream.” 

L. S. Marshman, Mobil Oil Co., 
spoke on the future of the oil industry, 
emphasizirig the need for unity among 
jobbers and suppliers. 

New Officers at the association are: 
Lavern Schaetzel, Schaetzel Oil Co., 
president; James F. Fitzgerald, F-N 
Oil Co., and E. G. Wingfield, Wing- 
field Oil Co., first and second vice- 
presidents respectively; D. W. Gluck, 
International Oil Co.,  secretary- 
treasurer. 

Directors for the next three years 
are: James Moore, Moore Oil Co.; 
Sam Bauer, Bauer Built Inc.; Edward 
Bergstrom, Bergstrom Oil Co.; Richard 
J. Kennedy, Empire Fuel Oil Co. 

The association passed a resolution 
opposing the current move in Congress 
to establish a joint committee on na- 
tional fuel policy. 





RECORD SNOWSTORMS did little 
to reduce attendance at the 34th an- 
nual convention of the Wisconsin 
Petroleum Assn. About 800 jobbers 
checked in for a two day session at 
Milwaukee’s Schroeder Hotel. 

A buffet lunch, at which Pure Oil 
honored long-time jobber and former 
association president Ray Johns, pre- 
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Intermountain 
Jobber association sets 
up consignee division 


CONSIGNEES were welcomed with 
open arms at the spring convention of 
the Intermountain Oil Jobbers Assn. 
The group voted unanimously to 
establish a consignee division. That 
makes IOJA the fifth regional associa- 
tion with consignee members. Others 
are California, North Carolina, Texas 
and Virginia. 

IOJA also made headway in estab- 
lishing a permanent standing commit- 
tee on jobber-supplier relations. With 
new encouragement from several sup- 
pliers as well as jobber members, 
IOJA is going to the Utah Petroleum 
Committee with final plans for co- 
sponsoring the project. 

IOJA’s attitude toward setting up 
this special committee is similar to its 
general business outlook, described by 
one member as “an optimistic ap- 
proach— but controlled optimism 
based on reality, not putting your 
head in the sand.” 

During the meeting four resolutions 
were passed. The first called for an 
intra-industry study of reduced jobber 
margins, to be conducted within 60 
days. The second opposed a national 
fuels policy. The third opposed elimi- 
nation of the exemption of retailers 
from the federal minimum-wage law. 
The fourth opposed gasoline-tax hikes 
and tax diversion. 


California 


CPMC hits tax-exempt 
status of certain co-ops 


CALIFORNIA Petroleum Marketers 
Council has unanimously passed a 
resolution attacking the tax-exempt 
status of certain types of cooperatives 
that compete with oil distributors. 

The resolution aligned CPMC with 
the National Oil Jobbers Council, 
which has proposed legislation to revise 
the tax laws as they apply to coopera- 
tive and farm bureaus. 

CPMC singled out those coopera- 
tives that redistribute large earnings to 
members at the end of a fiscal period. 
The council takes the stand that such 
earnings are really profits, and that 
they should be subject to normal tax- 
ation prior to redistribution. 

In the past, the council has passed 
resolutions condemning suppliers of 
such cooperatives, but this is the first 


stand taken directly against the tax 
status of the cooperatives. 

Another unanimous vote put the 
council in suport of the NOJC proj- 
ect to survey prices at which non- 
contract or government accounts pur- 
chase oil. The purpose is to determine 
whether suppliers habitually sell to 
these markets at a lower price than 
they do under contract to branded 
jobbers. Members have been asked to 
supply price information on a confi- 
dential basis. 

The council has decided to sponsor 
a meeting of distributors in 10 West- 
ern states. Place of meeting will be 
Las Vegas, Nev., time to be an- 
nounced. 


lowa 


Panel discusses jobber, 
his present and future 


THE THEME of the 23rd annual con- 
vention of the lowa Independent Oil 
Jobbers Assn. was a challenging one: 
“The Petroleum Jobber—Today and 
Tomorrow.” A_ record registration 
(943) turned out to hear speakers 
tackle the topic at the Hotel Fort Des 
Moines. 

Keynoting the formal opening was 
executive-secretary Lyle Munson, who 
introduced Bill Marquam of Pure Oil. 
Marquam urged jobbers to partici- 
pate in 4 coming management seminar 
at the State University of Iowa. 

E. K. Bennett, newly elected pres- 
ident of NOJC, moderated a lively 
panel discussion on a jobber’s relation- 
ships with his employes, association, 
supplier, community, and family. 
Panel members were L. R. Kump, 
Continental Oil; Paul G. Norris of the 
Marshalltown Times Republican; Mrs. 
Harold Dickey, wife of a jobber; J. A. 
Frederick, Frederick Service Station; 
James Herriott, Herriott Oil Co. 

Adam Rumoshosky, API marketing 
director, said the primary problems of 
jobbers are leveling demand and rising 
distribution costs. He indicated that a 
10% demand increase would reduce 
inventories to manageable proportions, 
and expressed confidence that market- 
ers could lick the problem of climbing 
distribution costs. 

Two other speakers on the second 
day’s afternoon session were J. S. 
Harris of Shell Oil and Eugene de 
Penaloza, president of the National 
Association of Oil Equipment Jobbers. 

Harris predicted an increase in 
petroleum demand from 1959's 9.5- 
million b/d to 16.5 million b/d in 
1979. 
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BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
COM Her goak SAO F loun @ 


MUSKEGON, MICHIGAN | (rf 

IN CANADA: JOHN WOOD 00D 
Y LIMITED 5 

Toronto * Montreal SES 

Winnipeg * Vancouver 





keep ahead of 
competition 


7ODAY 
TOMORROW 


Use these products for 
easier selling, faster service ‘ . 
and better station operation. 


SELOIL CABINETS. . . 5 models to 
choose from . . . the correct model 
for every type service station. A 

new 48” cabinet to match low 
silhouette pumps. 


RENNER 
LUBE SERVICE CENTER 
Centralizes write-up © 

and follow-up of | 

lube bay service work. © 
This is the most | 
automatic, econom- | 

ical and effective fol- | 
low-up system available. | 





REFRESHMENT PATIO 
Brings customers into your station . . 
organizes vending machine sales . . . 
available in lengths of 6, 12, 18 and 
24 feet. 


FOR MORE INFORMATION WRITE: 
MODERN METAL 
PRODUCTS CO. 


Box 1798 e Greensboro, North Carolina 
Box 691 @ San Jose, California 


Many jobbers think so. 
Gulf’s Guzzo* doesn't. 
Here's what he says 


6C Obviously we want our natural- 
gas business to prosper. I would not 
be frank . . . to pretend otherwise. 
And you wouldn’t think much of us 
as businessmen if we failed to cap- 
italize on these earning possibilities. 

Fortunately, we neither intend nor 
expect natural gas to achieve its 
growth at the expense of other pe- 
troleum products. The total energy 
requirements of our country have 
been sky-rocketing in the past dec- 
ade. . . . Each source will enjoy un- 
precedented opportunities to enlarge 
the markets for which it is best suited. 

Heating oil has a major place in 
this picture, as the oil refiners see it. 
I have spoken frankly about our in- 
terest in gas. Just as frankly, I can 
tell you that the fuel-oil business to- 
day represents a still bigger element 
for oil-producing and -refining com- 
panies. Heating-oil and diesel-fuel con- 
sumption has been increasing steadily 
ever since World War II. 

In fact, nearly one-fourth of the 
petroleum barrel today goes into these 
products as compared to one-sixth in 
1945. At this rate, you can see the 
product you are selling has become 
one of the most important in the pe- 
troleum business. . 

In brief, oil companies today are in 
the heating-oil business for keeps, and 
for the long haul. Their investment in 
it is huge. If it doesn’t pay out, they 
will be convicted of being very poor 
businessmen. You can bet that’s some- 
thing they at least are not planning on. 

Now it is perfectly true that for 
many years the principal oil com- 
panies were not lining up for any 
prizes for their great efforts to ex- 
pand heating-oil sales volume. They 
relied on dealers like yourselves. 

In 1948, 7.5-billion barrels of this 
product were sold, and in 1958 sales 
rose to 15-billion barrels. This is dou- 
bling sales in 10 years, or an increase 
of 7% per year, which is quite a rec- 


* From a speech by Charles J. Guzzo, senior 
vice president, Gulf Oil Corp., to the Oil 
Heat Assn. of Maryland. 





What They're Saying 


Is Heating Oil a Stepchild? 


Guzzo: In heating oil for keeps 


ord. But today we know how wrong 
we were to become complacent over 
it. As we see it now, both refiners 
and dealers can shoulder some of the 
DINONE, 3. 

Action has begun on one of our 
most serious weaknesses—our oil- 
burner equipment. We are all con- 
vinced that more effective and less 
expensive mechanical equipment must 
be developed. .. . 

I cannot . . . tell you when, or 
whether, such a break-through will 
occur. But I can say that those en- 
gaged in research are more enthusi- 
astic than ever before... . 

At least, their efforts should effect 
a gradual closing of the cost differen- 
tial between oil and gas burners. . 
Just think, even 20% better burner 
efficiency would add 2¢ or 3¢ a gal- 
lon to the value of home heating oil 
and measurably expand its market po- 
tentials. Simplification of equipment 
could lead to the reduction or elimi- 
nation of burner service as we now 
know it. 

Finally, there’s always the chance 
that a really basic forward leap in 
oil-heating equipment concepts could 
change the competitive picture even 
more decisively to our advantage. 

The possibilities of increased heat- 
ing-oil volume through research is by 
no means confined to the heating of 
space or buildings in which we work 
or live. . . . There is no reason why 
research cannot, in the near future, 
create the ‘all-oil-powered house’... . 
There is no ceiling on heating-oil pos- 
sibilities. 99 
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The high-performance diesel engine that meets the 
qualifications outlined on the preceding pages is 
not theoretical . . . it is in constant daily use in 
every type of hauling operation the world over. It 
is the world-famous Mack Thermodyne diesel 
Model END 673. 

Proved in years of actual service, the Mack 
Thermodyne meets all the requirements that com- 
prise the most efficient diesel engine. Its engineering 
and construction features have been pioneered by 
Mack and have proved themselves in service, set- 
ting the standards by which competitive engines 
are evaluated. 

Listed here are the engineering principles that 
dictate how the most efficient diesel engine is de- 
signed and built... by Mack. 

The Mack Thermodyne diesel is moderate in both 
size and weight. Its displacement of 672 cu. in. is 
great enough to provide high horsepower output 
without sacrificing chassis weight . . . without in- 
creasing bumper to back of cab dimensions... and 
without sacrificing accessibility. 


g the Mack -@ 
} Thermodyne diesel. @ 
; sets the standard # 
: with full-measure 54 
performance | 
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The Mack Thermodyne diesel operates at mod- 
erate piston speeds. Its 1500 to 2100-rpm operating 
range means the Thermodyne has a wider range 
than some competitive engines, eliminating the need 
for excessive gearing and minimizing dangerous 
low-speed lugging. 


The Mack Thermodyne diesel operates with the 
lowest exhaust smoke density, thanks to Mack’s 
Air-Swirl combustion system which provides the 
highest thermal and volumetric efficiency of any 
present-day engine. Where other engine makers 
inject more fuel to increase horsepower, thus pro- 
ducing excessive smoke, Mack extracts more horse- 
power from less fuel. 


The Mack Thermodyne diesel uses only one ex- 
haust and one intake valve per cylinder, which 
maintain high volumetric efficiency because exclu- 
sive Mack Durafaced valve lifters permit larger, 
higher-lift valves to be used, operating at higher 
rates of acceleration. No complex, expensive-to- 
maintain multiple valving is needed. 





The Mack Thermodyne diesel, rated at a conserv- 
ative 170 hp using standard SAE diesel correction 
factors, with all accessories operating, delivers only 
slightly less than its rated horsepower to the fly- 
wheel. Its net horsepower of 160 is attained at re- 
markably low fuel consumption —.36 lb. per 
bhp/hr. at 1500 rpm to only .395 Ib. per bhp/hr. 
at 2100 rpm—unmatched economy throughout its 
wide usable operating range. 

The Mack Thermodyne diesel loses minimum 
horsepower to accessories and to exhaust heat, 
thanks to its high thermal efficiency. No compli- 
cated and expensive modulating fans are needed. 
Horsepower loss to the fan, for example, is only 
314, while fans of some competitive engines draw 
over twice as much. Exhaust temperature of the 
Mack diesel at wide open throttle is only 1150 
deg. F., as against exhaust temperatures of compet- 
itive engines that run as high as 1300 deg. F. 

The Mack Thermodyne diesel requires minimum 
maintenance because it is designed in accordance 
with accepted engineering standards that have been 
thoroughly proved. Its four-stroke design means 
lower average piston and head temperatures and 
less strain on moving parts. 


Mack Turbocharged Thermodyne diesel 
for higher horsepower output 


For those applications requiring greater output than 
the 170 horsepower of the naturally-aspirated Model 
END 673 without excessive size and weight, Mack 
offers the 205-hp Turbocharged Thermodyne diesel. 
The Turbocharged Model ENDT 673 offers truck 
operators the true horsepower of its companion 
engine, but in a higher range . . . the same rugged 
construction. 

Its turbocharger, being driven by exhaust gases 
alone and not by gearing, drains off far less acces- 
sory horsepower than gear-driven superchargers. 
Mack’s four-inch turbocharger is oil cooled by 
engine lubricating oil, and turbine and blower are 
in a compact unit adding little to engine weight. 
Engine lubricating oil is water cooled and is 
thoroughly cleaned every cycle by full-flow filtration 
to prolong engine and oil life. 

For increased performance and unexcelled fuel 
mileage, as well as a long, trouble-free operating 
life, the Mack Turbocharged Thermodyne diesel is 
the logical choice of truck owners requiring a 
higher-powered engine without excessive bulk. 








PROVE 


The true measure of a diesel engine is proved 
by operation in the vehicle in hundreds of 
thousands of miles. Laboratory testing is not 
enough! 

Only the Mack Thermodyne gives you the 
proof... only the Mack Thermodyne diesel is: 
e Proved by fuel and upkeep figures—many of 
them published—of leading truckers using 
Mack diesels. 
¢ Proved by operators who have made it the 
most popular automotive diesel engine ever 
produced in this country. 


the most economical diesel 
over many years of 
operation in the vehicle 





* Proved by the fact that today there are twice 
as many Mack diesel-powered trucks in opera- 
tion as any other make ... more than the next 
two makes put together. 


This proof of leadership in the diesel engine 
field is the reason the Mack Thermodyne diesel 
is the one diesel engine that sets the standards 
of performance and operation life by which all 
other truck diesels are judged .. . the key rea- 
son, too, Mack leads in diesel truck sales—No. 1 
in diesel truck sales for seven straight years. 





MACK rirst nAME For TRUCKS 






MACK 








for over 7 straight years 


by far in sales of 
diesel trucks 







Mack Trucks, Inc., Plainfield, New Jersey + Mack Trucks of Canada, Ltd., Toronto, Ontario 


One of a series of frank discussions about highway transportation. 
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know about 


diesel 


horsepower 


today! 


As legal load limits and performance requirements 
increase, truck operators face a welter of horsepower 
claims—claims that promise increased load-moving 


ability at lower cost . . . but claims unsupported by 
years of proved performance. 


Remember, however, that higher horsepower can 
be costly! It can involve increased weight and bulk, 
which increase BBC dimensions unless accessibility, 
driver comfort or maintenance costs are sacrificed. 
Other penalties include smoke limits above acceptable 
standards, questionable in light of smoke-abatement 
programs and engine efficiency . . . higher fuel con- 
sumption, a penalty that defeats one of the basic 
advantages of diesel operation...or shortened 
engine life. 

Obviously you can’t have everything. But you can 
strike a satisfactory balance. You can operate a diesel 
engine that provides top horsepower output without 
sacrificing performance or economy. You can—if you 
know what to avoid and what to look for. Ask your- 
self these important questions: 
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A non-technical discussion of diesel engine horsepower for the 
truck operator...and some sound advice on diesel engine design. 


Q): Will a larger-size, heavier engine of greater 
piston displacement produce greater horsepower? 


AX: Generally it will—but at the penalty of less 
payload and cubage. Naturally when piston dis- 
placement is increased by the use of larger and 
heavier engine blocks, it is possible to secure 
higher horsepower. 

But truck manufacturers today have spent, and 
are continuing to spend, hundreds of thousands of 
dollars to reduce size and weight. They’re shrinking 
bumper to back of cab dimensions to permit you 
to haul greater cubage trailers, and they’re reducing 
tractor weight so that you can haul more payload 
within permissible weight limits. Of course, you 
cannot have the increased horsepower of a larger 
displacement engine without bulk which, in the case 
of conventional units, decreases accessibility. 


Q): Since larger displacement may not be the answer 
to increased horsepower, how about the smaller, 
lighter diesels utilizing the two-stroke principle? 
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A: Certainly, two-stroke diesels can produce more 
horsepower per cubic inch displacement than those 
of the four-stroke type and, therefore, the engine 
of comparable horsepower can be lighter and 
smaller. However, because the reciprocating parts 
are subjected to twice the workload of those in a 
four-stroke engine, engine life must obviously be 
reduced and maintenance costs increased. 


Q: Well then, out of a given displacement engine 
is it possible for a manufacturer to obtain more 
horsepower? 

A: Certainly, by increasing the amount of fuel 
injected on each power stroke —but then you pay 
the double penalty of increasing fuel consumption 
and heavy exhaust smoke. 


Q): Isn’t there an optimum engine size that over- 
comes the problems of both bulky and small engines? 


A: Very definitely. The balance is an engine of 
moderate size and weight which has been engineered 
to handle specific gross weights without sacrificing 
low maintenance costs and long life, producing 
ample usable horsepower with low specific fuel 
consumption and acceptable exhaust smoke. 


Q: Can every engine manufacturer provide high 
horsepower from such an optimum engine? 

A: No, for very definite reasons. Before it can 
produce maximum horsepower for moderate dis- 
placement, an engine must possess a high degree of 
thermal efficiency—which means it must extract 
from every ounce of fuel as much of the latent 
heat as possible. 


Q: How can high thermal efficiency be achieved? 


A\: Through high volumetric efficiency, or breath- 
ing capacity, and a combustion system which con- 
verts into power the maximum amount of latent 
energy in the fuel. To increase volumetric efficiency, 
some manufacturers use two intake and up to four 
exhaust valves, complicating the valve system and 
making it difficult and expensive to maintain. 


Q): After taking the items of size and weight into 
consideration, do I choose an engine on the basis of 
its rated horsepower? 


A: Definitely not. Rated horsepower is by no 
means indicative of the actual power the engine 
will produce at the flywheel in a chassis. Neither 
will it be indicative of its fuel consumption, 


GQ): What then is rated horsepower? 


A\: Rated horsepower is the horsepower produced 
by an engine on a dynamometer in the manufac- 
turer’s laboratory. It is tested without such engine 
accessories as generator and air compressor, with 
no fan and with only the water pump operating. 
Then, so that rated horsepowers may be on a com- 
parable basis, the power output is corrected to 
standards established by the Society of Auto- 
motive Engineers. 


What diesel engine is of optimum displacement and designed to meet 
critical present-day demands? The next two pages tell the story... 





Q: Do all manufacturers use the same correction 
factors? 


A: No. To secure a higher rating for promotional 
purposes, some manufacturers use correction 
factors that show more favorable output ratings. 


Q): If rated horsepower does not indicate an engine’s 
true performance, what is a more realistic indication 
of its output? 


A: Net horsepower, or, to use a better term, 
usable horsepower. But it should be pointed out 
that even net horsepower, which is the horsepower 
of an engine minus the parasitic horsepower con- 
sumed by all of the accessories, does not indicate 
the true horsepower of the engine at the flywheel 
when operating in a chassis. The reason: correction 
factors are idealistic and can seldom be attained in 
a chassis. The air intake when it enters the com- 
bustion chamber is usually hotter than the 60 or 
90° temperature used by manufacturers to plot 
their power curves. The hotter the air, the thinner 
it is, and the breathing capacity is reduced. In addi- 
tion, no truck runs at sea level all of the time, and 
altitude also reduces the breathing capacity of the 
engine because air is thinner. 


Q: How then can one judge the horsepower an 
engine will actually produce in a chassis? 


A: By putting it on a chassis dynamometer, al- 
though this isn’t always practical. However, it is 
possible to get a fairly good impression of the 
efficiency of an engine by observing the diameter 
of the fan, the pitch of the blades, the size of the 
radiator, the capacity of the cooling system, and the 
temperature of the exhaust. Naturally, the smaller 
the fan, the less the capacity of the cooling 
system, and the cooler the exhaust for a given 
horsepower output, the more efficient the engine 
because it is not wasting as much of its heat but is 
instead converting more of the latent energy of the 
fuel into useful work. In other words, the greater 
the loss of horsepower through parasitic waste, the 
less efficient the powerplant—not only because less 
usable horsepower is produced, but also because 
specific fuel consumption is increased. To overcome 
excessive parasitic horsepower loss, some manu- 
facturers must rely on complicated modulating fans 
which cut out at higher rpm’s—proof of lower 
thermal efficiency. 


Q: In addition to horsepower, economy, low main- 
tenance costs, size and weight, what other factor 
should be considered? 


A: Range of operating speeds, which must be 
such as to provide maximum engine flexibility 
without lugging. This is achieved by having as high 
a governed speed as is possible with piston speed 
kept within good standards of engineering practice. 

















































What They’re Saying 





Marketer's big chance 
... Overcapacity’s built- 
in cure ... Form letters 


6¢For years, the marketing segment 
has considered itself the stepchild of 
the industry. . . . Here is marketing’s 
chance to justify that hunger for rec- 
ognition. I’m confident that marketers 
are going to lick the problem of rising 
distribution costs. Now if, in addition, 
marketing can give the industry a posi- 
tive solution to the inventory prob- 
lem, in place of the regressive solution 
of cutbacks, I have no doubt that 
marketers would thereafter sit at the 
head of the industry table.” A. J. 
Rumoshosky, marketing-division direc- 
tor, American Petroleum Institute. 


&¢ Atomic energy will be the pre- 
dominate source of electrical energy 
by 2000, but it will be filling only 
20% of the nation’s fuel needs.” Phil- 
lip Sporn, president, American Elec- 
tric Power Co. 


«¢ The problem of overcapacity— 
that much-discussed problem child of 
today—will, like many problem chil- 
dren, grow up to lead a useful life. 
Today’s overcapacity will provide the 
wherewithal to meet the greater de- 
mands of tomorrow.” L, F. MecCol- 
lum, president, Continental Oil Co. 


(¢We are reaching out now to the 
frontiers of a new age. It is the nature 
of frontiers to be dangerous. But who 
would want it any other way? For 
where there are great dangers there are 
also great opportunities.” M. J. Rath- 
bone, president, Standard Oil Co. 
(New Jersey). 


6¢The standing and gains of tomor- 
row’s petroleum jobber will be im- 
pressive compared with his struggle 
today. Watching jobbers lift them- 
selves to this new level of success is 
exciting.” L. T. White, vice president, 
Cities Service Petroleum Inc. 


¢¢Form letters are wasted because 
Congressmen recognize them as form 
letters and throw them out. They are 
most impressed by letters from con- 
stituents written in longhand, on 
scratch paper, showing thought and 
sincerity.” Roger MacDonald, past 
president, Colorado Petroleum Mar- 
keters Assn. 





TOUGH - 
BUT NOT 


MUSCLE-BOUND! 


Th Quaker _ 

hermoid 
A petroleum hose needn’t be a brute 
to be tough. That’s what’s good 
about Thermoid-Quaker Fuelmaster 
— it’s highly flexible and kink-resis- 
tant without being too tough to 
handle. But it lasts and lasts under 


the most severe weather and operat- 
ing conditions. 


Reinforced with tightly-braided 
high-tensile rayon cords in two- or 
three-braid construction, Fuelmaster 


THERMOID 


Fuelmaster Hose 


has an extra-thick neoprene cover to 
withstand heavy abrasive wear. A 
static wire braided into the carcass 
can be grounded. 


Use Fuelmaster as a fuel-oil, diesel- 
fuel, or gasoline hose. 1’’to1 4’’I.D., 
lengths of 100 to 175 feet. Ask your 
Thermoid distributor for Fuel- 
master, or write to Thermoid Division, 
H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


DIVISION 


H.K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION: Electrical Equi - 
STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION, PEERLESS ELECTRIC DIVISION: Specs peta 
RIVERSIDE-ALLOY METAL DIVISION; Refractories—REFRACTORIES DIVISION: Electric Furnace Steel—CONNORS STEEL 
DIVISION, VULCAN-KIDD STEEL DIVISION; Fabricated Products—DISSTON DIVISION. FORGE AND FITTINGS Divi- 
SION, LESCHEN WIRE ROPE DIVISION, MOULDINGS DIVISION, H. K. PORTER COMPANY de MEXICO, S. A.: 
and in Canada, Refractories, “Disston” Tools, “Federal” Wires and Cables, “Nepcoduct” Systems— ERS 
H. K. PORTER COMPANY (CANADA) LTD. 
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while you load, bill 
and dispatch in a hurry! 





mame 
your e108 oe 











Ticket printing registers in the control room accur- 
ately record the measurement of each meter at 
the loading rack. The entire system for loading, dis- 
patching and accounting is under the control of a 


single supervisor. 


With a Rockwell remote system of meter reg- 
istration you can cut liquid stock losses sub- 
stantially. You’ll gain security by having 
centralized one man control over every load 
leaving your plant. You'll save time, paper 
work and money through the use of mechan- 
ized meter accounting. 

With this system, trucks are loaded faster 
and more economically. Drivers handle the 
fills themselves. Human errors are minimized 
by having meters fitted for automatic shut-off. 

The Rockwell system also reduces the time 
and effort needed to provide load records, in- 
voices and bills of lading. These are printed 
mechanically by the remotely located meter 
registers right after each truck compartment 
is filled. 

Tax savings, too, are made possible since 
these printed records are acceptable to justify 
transfer losses. 

The Rockwell system of remote registra- 
tion and control is in active use at many 
terminals. We suggest you check the practical 
experience of those using them. Write us for 
details. Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. 


ROTOCYCLE METER SYSTEMS 


ROCKWELL” 





OF REMOTE REGISTRATION 


Control Over Every Load 
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YOU SELL MORE 
ON THE INSIDE 
WITH AN OUTSIDE 
COOLER FOR COKE 


Your customers come 
closer to buying TBA 
when they get out of 
their cars for a Coke. 





MONEY MAKES MONEY! Not only do you make more money on 
the Coke you sell, but coolers for Coke trigger extra sales on high- 
profit TBA items. (8 out of 10 who buy Coke stay around to 
look around!) 


IT PAYS TO ADVERTISE! Motorists will stop where they see the 
familiar cooler for Coca-Cola. Out in plain sight and right beside 


the TBA window display, a cooler will attract more customers 
who buy more things! 


ADDED CASH IN COKE...TO GO! You build repeat business 
with take-home cartons and cases of Coca-Cola. Approximately 
90 % of customers return empties to place of purchase. 


A WORD TO THE WISE: Keep the bottles of Coke in your cooler 
ice-cold and the cooler itself—full. That way customers all primed 
for a frosty bottle of Coke will never be disappointed. 
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Handsome new single or multi-drink coolers are available from your Coca-Cola Bottler. Call him . . . today! 


COPYRIGHT © 1960 THE COCA-COLA COMPANY, “COKE” IS A REGISTERED TRADE-MARK. 
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NEVER BEFORE | 
A UNIFORM 
LIKE THIS!” 


“‘It stays neater, lasts longer, is easier to 
care for than any other uniform I’ve ever 
owned!”’ That’s what Gus Spinella, Scars- 
dale service-station attendant, saysabout 
his uniform of 65% ‘‘ Dacron’’* polyester 
fiber and 35% rayon. 
“Tn a special test I wore this uniform for 
1,095 days. It’s been washed once a week 
(312 times at the station), dry-cleaned ev- 
ery six months and still looks great. I once 
had a cotton uniform like it, but it wore 
out after 45 days because of battery acids. 
That’s why I say uniforms made with 
“Dacron” are the ones for me—they 
actually save me money on replacement 
costs. Besides that, they stay neat, wear- 
ing after wearing, hold a crease even in 
damp weather.” Ask your supplier about 
uniforms made with “Dacron’”’ today. 


*Du Pont’s registered trademark. Du Pont makes 
fibers, not the fabric or uniform shown. 


DACRON’ 


POLYESTER FIBER 


806. y. 5. pat. off 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


uwrros Raa tailors uniform shown of 65% “Dacron” polyester fiber and 35% rayon 
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TOKH 


FIRST IN GASOLINE 


FIRST IN SALES ¢ FIRST IN SERVICE 
FIRST IN ENGINEERING 


Now again in 1960 Tokheim is the pump up 
front. First in sales. First in service. First in en- 
gineering. Behind such leadership there must be 
a reason. There is—and we believe it can be 
stated briefly: Tokheim people everywhere—at the 
factories and in. the field—are dedicated to serving 


SINGLES “twine” ' ee eae HIGH-SPEEDS 


; a 
INTERCEPTOR a 452 a “SSQ(NTERCEPTOR wareespen™ - ‘ PARKWAY SERIES 452 om INTERCEPTOR SERIES HS-TP 


‘ : 











DISPENSERS! 


the customer’s needs better. Thus it follows quite 
naturally, Tokheim products excel in doing the 
things they are built to do. 


Tokheim sales are out ahead. Tokheim service 
is more readily available. Tokheim engineering 
has always led. See list at right. Next time you 
need gasoline dispensers, choose the pump that’s 
first—and first for good reason. Choose Tokheim. 


WRITE FOR BULLETINS! 


INTERCEPTOR SERIES 


ae 


VANGUARD SERIES 455 


_IGHTE PEDESTALS 


@ 


IM CORPORATION 4, 


} FORT WAYNE, INDIANA 





be 
byville, indiana; Tokheim of Canada, Ltd., Toronto, Ontario; 
% 


nternational, A.G., Lucerne, Switzerland 


SOME TOKHEIM 


ENGINEERING “FIRSTS” 


First visible pump 
First quantity-stop pump 


First remote control pump- 
ing system 


First positive piston dis- 
placement measuring unit 
for electric pumps 


First air separator system 
for electric pumps 


First self-adjusting type 
hydraulic by-pass and reg- 
ulating valves 


First jumbo-size dials 


First retractable hose 
models 


First unlighted pump 


First in extensive ues 
stainless steel for He , 
trim and 4a | 


sh ee 
¥s 


First in use of'4 


size tubes for high , 


oot as ” 


— “Fiest high-speed, tic rags 


printing pump 





New way to 
cook up 
more oil sales! 


Thousands of dealers are now using 
this unusual Fram offer to build oil 
and filter volume! 


In the last two months, dealers by the thou- 
sands have been ordering this new Westing- 
house Dog-O-Matic hot dog cooker. It 
cooks up a batch of hot-dogs in just 90 sec- 
onds! And it cooks up oil change business 
in short order, too! 

Many dealers order several cookers — and 
award them to attendants for top sales on 
oil filters. Filter sales zoom—and oil changes 
follow, naturally! 

A check of your own dealers today will 
probably reveal many promoting oil and 
filter sales with these cookers. 

Unless Fram is on your approved list, 
you’re missing much of this profit! 

If you want to share in Fram’s dealer 
loyalty and consumer franchise, it will pay 


FRAM IS FIRST...; 


your company to take advantage of all 
phases of FRAMARKETING* service. 


This service includes the aid of more than 
100 Fram field representatives . . . mobile 
laboratories that demonstrate the latest 
methods of filter service and installation... 
intensive consumer and dealer advertising 
and publicity . . . ingenious and practical 
pre-tested promotion programs that focus 
on your point of sale. 

All FRAMARKETING* services are 
mobilized to spur motorists and dealers to 
take action in the vital matter of regular oil 
changes and filter changes! 

Let FRAMARKETING* help your 
company step up oil ratios and lift profits on 
your biggest service items. For details, write 
or phone National Accounts Division, 
FRAM CORPORATION, Providence, 
R. L., Geneva 4-7000. 


pare 


SFRAMARKETING. .. the automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 








THE HEART OF ANY BULK PLANT OPERATION... 
IS THE PUMP THAT SPEEDS DELIVERIES, DEPENDABLY! 
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KEYSTONE cuts delivery time 
over 60% with MARLO W! 


Keystone Oil Company operates six, 60,000-gallon-capacity 
bulk plants that serve the Philadelphia area with #2 fuel oil. 
At the firm’s Front & Berks Street Plant they recently replaced 
an old positive displacement pump with a Marlow, 32 HELP- 
13 to more than double loading rates. This makes it possible 
Monlow for them to keep pace with their home fuel oil delivery trucks 
which are Marlow equipped. Marlow 2C2G’s on the trucks more 
PUMPS than doubled their delivery rates. The equipment was sold by 
® E. 0, Habhegger Co. of Philadelphia. 
you are modernizing a present plant or planning a new 
MARLOW PUMPS® one, look to Marlow for the solution to your petroleum pump- 
DIVISION OF BELL & GOSSETT COMPANY ing problems. Marlow builds a complete range of pumps for bulk 
MIDLAND PARK, NEW JERSEY plants, home delivery trucks, and transports. Write today for 
Morton Grove, Illinois * Longview, Texas Bulletin PM-06 and the name of your Marlow dealer. este 
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8,000 LBS. 
Capacity 


LIFTS 
THEM ALLI 


Here's high speed spotting for American 

cars, Foreign cars, station wagons, pick-up 

trucks. With minimum effort you reach all 

lifting areas designated by car manufacturers. 

Maximum headroom! Full accessibility for 

rapid repairs. \ Telescoping 
No other lift out-performs the a tiie 


new CURTIS COMMANDO! 


* + « © « REMEMBER: - - YOU CAN COUNT ON 


MANUFACTURING COMPANY 
DIVISION 


Write Dept. 60 
1906 Kieniten Avenue, 
St. Louls 33, Mo. 


PADS PADS PADS 
NORMAL INTERMEDIATE RAISED 


for most American forall unitized for light trucks— 
and foreign cars. bodies-or optional old model cars. 
for extraclearance. 
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BOMSER thrifty 


MARKETOR 


SERIES 4800 PUMPS AND PEDESTALS — 


forward progress in functionally correct seryice stations 

need not be costly with economical architecture and thrifty 

~.. Bowser dispensers or remote pedestals. Bowser’s~modern 
styling with low silhouette provides tomorrow’ . look~for_ 
ae fslands in new or modernized lo¢ations. . 


bee 
“Write for facts about Series 4800 plarketors 


BOWSER’ ING. 


MARKETING DIVISTON, FORT WAYNE, INDIANA 
se , 


a 
_ 





THE PROBLEM: 


How do you check a dry-charged battery 
before the electrolyte is added to complete 
an electrical circuit? Here’s the Autolite 
answer that assures top quality control... 


THE SOLUTION: 


Electronic “BRAIN” tests dry-charged 
Autolite batteries right on the production line 


ONLY FULL-POWER BATTERIES GET TO DEALERS’ SHELVES! 


Exclusive Autolite factory device performs seemingly impossible test 


Testing batteries after manufacture used to be a 
simple operation. Any electrical tester could be 
attached to the battery terminals and the bat- 
tery’s condition was known at once. But with 
dry-charged batteries, there is no electrolyte 
present to complete the circuit and no such elec- 
trical test is possible! Reversed cells and shorted 
cells were very difficult to eliminate. 


Another reason why 


Now Autolite has an electronic Pol-R-Tronic 
testing device that is used to detect these manu- 
facturing defects in seconds. Every Autolite Dry- 
Charged Battery gets this test on the line at the 
factory. Only top-quality full-power Autolite 
Batteries get to the dealers’ shelves. 


THE ELECTRIC AUTOLITE COMPANY, TOLEDO 1, OHIO 


von ow. 2 AUTOLITE. batteries 


AUTOMOTIVE - FARM - FLEET - DIESEL 
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, AC) SELLING SLANT OF THE MONTH! 


Help 41 Million Car Owners 
see THE Light... y 


With older type seven-inch lamps, potential 
road hazards are not sharply defined. 


NEW POWERBEAM 


50 HEADLAMPS 


help spot a road sign or obstacle 
in time to avert an accident. 


Sell Dealers on SAFETY... 
Stock Gluides for greater Sales! — | 


41 million drivers—driving cars with two headlamps—are assured greater E 
nighttime driving safety, when your customers help them see the advantages G vide 

of Guide T-3 Powerbeam 50 Headlamps. 

Guide headlamps give two-headlamp cars more lower-beam throw . . . like to Your 
the newest four-headlamp cars. Powerbeam 50’s improved lower beam 

stretches a bright pattern of light 50 feet farther down the right side of the 

road, precisely where it’s needed most. 

And Guide T-3 Powerbeam 50 headlamps offer more light . . . aimed right. 

Three precision ground guide points on every Guide Headlamp insure 

perfect aiming ... in minutes... day or night. 

Tap this vast market for your extra profit. Sell your customers on Guide... 

sell the headlamp that is original equipment on more new cars than any 


other brand. Dealers 


AC SPARK PLUG EP THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Brake Servicing 
Offers Top-Profits 
with Low Outlay 


Brake service volume has increased to $16,800 an- 
nually since Al & Bob's Service, Inc., Chicago, added 


this AMMCO Brake-Shop-On- Wheels. 


Drum Lathe is kept busy turning drums for brake 
service customers and for other shops that do 
not have this efficient, accurate equipment. 


Brakes are a principal cause of safety-check rejections; 
for only pennies-a-day you can cash-in now! 


With 5 to 6 million cars rolling off as- 
sembly lines each year—many of them 
heavy, with big engines, automatic trans- 
missions, and power brakes (all of which 
mean more rapid brake wear)—it’s no 
wonder demand for good brake servicing 
is jumping by leaps and bounds. Nearly 
half of all cars now in use need a brake 
job every year. Each set of tires sold or 
every 1300 gallons of gasoline pumped 
represents a brake-job prospect for shops 
equipped to do this work properly with 
quality parts and equipment. 

Drivers demand quick-stopping abil- 
ity, and communities are demanding it, 
too, with safety-checks that make im- 
mediate customers of motorists that tend 
to delay. Here’s a whopping, sure market 
—no doubt about it—and there’s no 
better way to boost shop income and 
profits than by setting up to serve this 
big need. Dollar-investment is surpris- 
ingly low. Return is in the “big brackets.” 


A Profit-Bonanza 


Brake-work probably is the most profit- 
able of all automotive services. The av- 
erage complete job is billed out at some 
$45.00, of which about 60% is gross 
profit. Just three jobs a week amount to 
$7020 in billing or $4212 gross profit per 
year. So, with 20% to 25% of all cars on 
‘the road needing complete brake jobs 
which often also require replacement of 


wheel and master cylinders, springs, etc., 
it’s easy to see why today’s brake busi- 
ness is such a profit bonanza. And, don’t 
forget, one out of every two cars needs 
some brake work at least once a year— 
adjustment, fluid, etc. 

Another money-making advantage of 
being equipped to handle brake business 
is that work usually can be scheduled a 
few days in advance—even after-hours, 
if desired —either for lucrative drive-in 
customers or desirable assignments from 
shops that lack suitable facilities. This 
permits orderly work-loads in otherwise 
slack hours which, again, means more 
output—more profits. 


How To Capture This Business 


With an AMMCO Brake-Shop-On- 
Wheels, brake work can be done depend- 
ably, profitably, anywhere—inside or 
out! This compact, portable unit occu- 
pies only 3’ x 5’ (scarcely more than re- 
quired for a few empty soft drink cases), 
yet includes a Drum Lathe, Brake Shoe 
Grinder, Drum Mike, Brake Cylinder 
Hone, and the accessories needed for 
trouble-free work—all mounted on a 
sturdy bench of heavy-gauge braced and 
reinforced steel. It can be quickly rolled 
to convenient locations by one man, and 
just one job a week not only covers its 
cost but earns a handsome profit, as well. 

The AMMCO Brake Shop at Al & 

(ADVERTISEMENT) 


Brake Shoe grinding assures 
correct lining-to-drum contact 
. . « eliminates costly come- 
backs caused by noise, pulling, 
grabbing, and other erratic 
brake action. 


Bob’s Service, Inc., Chicago (see photo 
above) averages 30 jobs per month and 
only 17 labor hours per week, for an 
extra $16,800.00 annually from brake 
servicing alone. This is mighty smart bus- 
iness that used to go elsewhere, and with 
it comes many incidentals to further in- 
crease profits. Al and Bob know that 
work weil done—drums resurfaced and 
shoes ground—is a sure way to please 
customers and eliminate come-backs... 
the best way of all to make money. 


Do This— You'll Say ‘‘Thanks” 


Shops wishing to investigate the fast 
growing brake service market, and those 
interested in up-dating outmoded equip- 
ment, are invited to write AMMCO for a 
new booklet, just published, that shows 
how the combination of correct equip- 
ment and aggressive promotion pays off 
in attractive top-profits. Including im- 
portant step-by-step tips on brake 
inspection and servicing, this new book- 
let shows how—with AMMCO equip- 
ment—average mechanics can do fast, 
safe, and profitable work by following 
simple instructions. Write today—no ob- 
ligation—for booklet or a demonstration 
in your own shop by one of AMMCO’S 
31 fully-equipped mobile Show-How- 
Units manned by factory-trained tech- 
nicians. AMMCO TOOLS, INC. 33 
Commonwealth Ave., North Chicago, lll. 
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MANUFACTURERS OF DYES AND CHEMICALS 
FOR THE PETROLEUM INDUSTRY 


| Pioneers in 
FOR USE IN ’ Also Available 


Gasolines KJOS in Dry Dye Form. 


Diesel Fuels 

: Dye concentrates can be 
Fuel Oils , Dyes prepared to specifications. 
Lubricating Oils ee 
Automatic Transmission Fluids Sanne aan Cert e 


e 
Break-in Oils and Greases ° CALL US COLLECT FOR FAST ACTION 
. PHONE MUlberry 4-1726-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications AES 


a 
Manufacturing Division: 335 McLean Blyd.. Paterson 4. New Jersey 


Marketing Division: 2110 Carew Tower. Cincinnati 2. Ohio 
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Service with a Style 


a profit-making idea 


, for your Company 


APPROVED BY THE PROUD NAMES IN INDUSTRY 


He's off to the job in a real man’s uniform—the quality 
uniform that proudly reflects your company while 
affording the economy of long-life, heavy-duty wear. 


Put your service-salesmen in Riverside Masterbilt 
Uniforms and profit by the sales increase that results 
from Service with a Style. 


Made of longet-wearing, scientifically selected fabrics, 
designed for comfort and smart appearance, Riverside 
Masterbilt Uniforms have won approval of the proud 
names in industry, including leaders in Soft Drink, 
Petroleum, Automotive, Baking, Dairy, Packing 

and many other fields. 
- Put Service with a Style to work for you. ex 
P Liaphage: Sa complete information so wratiiee 

that you can order your spring and summer RIVER $ IDE 
‘uniforms without delay. . 


#, 


Business Uniforms 


JRING CO., MOULTRIE, GEORGIA 
or Sales arid Industrial Wear 
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Take a look ata 


dramatically different 
aluminum tank* 


Revolutionary new Trailmobile uses integral 
extrusions as main structural members to achieve the 
first major break-through in aluminum tank design. 


This new Trailmobile is not just another 
steel tank design fashioned in aluminum. It 

. isa basic and radical departure from conven- 
tional design that for the first time utilizes 
the full potential of aluminum. 0 In place 
of the usual shell welded together in sections 
and heavily reinforced at points of stress, 
this tank uses as primary structural mem- 
bers aluminum extrusions which are an in- 
tegral part of the shell itself. Located at the 
top and bottom of the shell where stresses 
are the greatest, these extrusions eliminate 
weakening cross-wise welds and provide strong longitudinal members to dissipate 
stresses and strains over the entire length of the unit. And in this respect the new 
design is much like that of an I-beam, which is also integrally reinforced at top and 
bottom to resist damaging, concentrated loads and bending forces—the chief causes 
of costly failures in tank trailers. All this adds up to greater strength plus lighter 
weight—which is the ultimate aim in designing in aluminum. And to you this is 
added assurance against costly failures that result in leakage, downtime and loss. 


TRAILMOBILE inc. 


CINCINNATI 9, OHIO 


SHES HSHHSSHEESESESEHSETHEHHEEESESEHETESESTHESEHEEHOEEE 


TRAILMOBILE INC., Cincinnati 9, Ohio 


CJ Please send illustrated folder on your new aluminum tank. 
Be sure to get complete 


information on this totally 
different aluminum tank. 
Contact your nearby 
company :  Trailmobile representative 
- or use the coupon. 


[_] Please have salesman call. 


name. 








street 














Phantom view shows how alumi- 
num extrusions become an inte- 
gral part of the tank shell. Note 
how this design eliminates cross 
welds or potential failure areas 
in the main reinforcing beams. 


*Patent pending 





For Faster Fuel Oil Deliveries This Winter 


INSTALL 1%" HIGH-SPEED HOSE NOW! 


‘Maltese Cross 1°34" hose is your answer to today’s high-speed, 


; , T DATA 
high-pressure systems! It gives you these big advantages: ee 


| 
@ FASTER FLOW. Up to 40% faster flow than 114" hose at the same 
pressures .. . designed for 100 gpm. plus deliveries. (See chart.) 


e LIGHTER WEIGHT. Actually weighs 4 lbs. per 100 ft. less than 
114" hose. 


e LONGER LIFE. Improved cover of abrasion-resistant synthetic. 


@ SAFETY. Specifically engineered to withstand high pressures and 
pressure surges. 


GALLONS PER MINUTE 


Maltese Cross 1%" fuel oil hose has been service proven through- 
out the continent on new high delivery systems and conventional 
systems alike. Priced competitively with conventional 114" hose, eons 130, 1 eee 

it gives you ‘‘far more hose per dollar.”’ Available from stock with 50 60 70 «80 90 100.110 120, 
a wide range of fittings. Install now to get faster deliveries from PRESSURE AT HOSE REEL—P.S.I.—NOZZLE OPEN . 
your trucks all winter long! Hewitt-Robins, Stamford, Connecticut. : a 


queen 125’ 1% Hose & 11 Nozzle 


THE NAME THAT MEANS EVERYTHING IN BULK MATERIALS HANDLING SYSTEMS... 
INDUSTRIAL HOSE - CONVEYOR BELTING AND IDLERS - POWER TRANSMISSION EQUIPMENT - VIBRATING FEEDERS, SCREENS & SHAKEOUTS 
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Installed on caustic lines in 1930, these Rockwell-Nordstrom 
lubricated plug valves needed only cleaning before 
installation in new plant. 


THE VALVES THAT WOULDN'T RETIRE 


The Rockwell-Nordstrom lubricated plug valves 
shown above were two of dozens installed in 1930 
on caustic lines at a process plant. When the plant 
was torn down in 1959, the valves were still in such 
good condition that they’re being used on the same 
service in the new plant. 

The above story is just one more example of the 
ruggedness of Rockwell-Nordstrom valves. Since 
they’re sealed positively against leakage by pres- 
surized lubricant and there are no exposed metal- 
to-metal seats, you get positive shut-off year after 
year. And, lubrication is preventive maintenance 
against the high cost of repairs, replacement and 
downtime. To get complete details on Rockwell- 
Nordstrom, the original and world’s most complete 
line of lubricated plug valves, lubricants and ac- 


cessories, write: Rockwell Manufacturing Company, 
Pittsburgh 8, Pa.; Canadian Valve Licensee: Peacock 
Brothers Limited, Montreal, Quebec; Rockwell Inter- 
national S.A., Geneva, Switzerland. 


Lubrication Makes The Difference 


ROCKWELL-Nordstrom VALVES 


© 


another fine product by 


ROCKWELL 


On transfer pump service at large marketing terminal, 
these Rockwell-Nordstrom valves have already given 7 
years of trouble-free service. 





Above: Number 12528 counter assortment. $83.32 profit in self-selling display; 72 
assorted pairs for men and women, Retail value $208.60. Your profit—$83.32. 


COOL-RAY' POLAROID SUN GLASSES 
FIRST IN SALES—FIRST IN PROFITS! 


Cool-Ray Polaroid Sun Glasses, as low as $1.98, 
give you extra volume—faster—at an average 
profit of $1.14 per sale! Customers know 
Polaroid Sun Glasses 10-to-1 over next competi- Rn ot: ign On 
am ges s itl over prescription glasses. 
tor**. Only optically correct Polaroid polarizing Free display with Assort- 
lenses are guaranteed to: 1. positively stop re- ment No. 4644: 36 as- 
flected glare, and 2. positively protect vision. sorted pairs for men and 
Smart turnpike operators stock COOL-RAY women. Retail value 
POLAROID Sun Glasses. shah crcl, dcetant 


New fits-over assortment 





**Study from American Research Associates. TT. M.REG BY COOL-RAY INC. ®BY POLAROID CORP. 


ONLY COOL-RAY SUN GLASSES HAVE POLAROID LENsES 


COOL-RAY, INC., 80 HEARD ST., BOSTON 50, MASS. 
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Control Combustion with 
AMOCO 541 Gasoline Additive 


Get these 9 big manufacturing benefits too 


When you blend Amoco 541 Additive with your 
gasoline, you're giving your customers top-flight 
control of abnormal combustion. You're also 
giving yourself 9 important manufacturing 
advantages. 


1. Treating costs to achieve the same perform- 
ance are less with Amoco 541 than with other 
combustion aids. 


2. Amoco 541 is easy to use. It is offered ready 
to be blended directly with gasoline. There is no 
additional handling. It can be blended with pres- 
ent blending equipment. 


3. Octane level need not be increased since 
Amoco 541 does not increase engine octane re- 
quirement. 


4. Amoco 541 is compatible with all other addi- 
tives normally blended with gasoline. 


5. It is not extracted by water. 


6. Amoco 541 has no adverse effect on clarity of 
gasoline. It does not stabilize water haze. 


7. The additive does not increase gum content 
nor does it affect corrosion characteristics of 
gasoline in contact with copper, steel or zinc. 


8. Gasoline volatility is not affected. 
9. The additive has no effect on gasoline dye. 


Get more facts about Amoco 541 Gasoline Addi- 
tive. Your inquiry will receive immediate attention. 


CHEMICALS 


AMOCO CHEMICALS CORPORATION 
910 South Michigan Avenue, Chicago 80, Illinois 





modern 
portable 


REFUELING 


i UNIT 


1th] 
| . 
ie 


FOR FAST, ECONOMICAL, 
CONVENIENT... 
JOB SITE REFUELING 


In our mobile society, the successful know that profits are 
gained by having all essential materials and equipment 
where they are most needed. This Modern portable 
refueling unit is the answer to an ever-present demand to 
have your refueling materials when and where you want 
them . . . It’s easy to own this modern portable refueling 
unit. Write today for descriptive literature and prices. 


iret (-TauMua-i(ellil: Maeliil lolibg 


incorporated 
Owensboro, Kentucky 
Burlington, lowa, Houston, Texas 
Newark, Ohio, Orlando, Florida 
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Shell “Certified Comfort” 
-the profit plan for fuel oil distributors 


“Certified Comfort” is Shell’s tried and 
proved program for building year-round 
volume and profits for fuel oil distribu- 
tors. It has been skillfully designed to 
benefit both customer and dealer. Here’s 
how it works: 

1. Customer gets steady, efficient heating 
with Shell’s super-refined oil, the modern fuel. 
2. Special additives in Shell’s premium- 
quality heating oil keep fuel filters clean. 


3. Customer pays no more than for ordinary 
heating oil. 

4. Customer is assured of premium service 
. . . including degree-day system deliveries, 
anti-corrosion treatment of fuel tanks and 
metered delivery receipts. 


5. For you, a full-scale cooperative advertis- 
ing program makes use of television, radio, 
billboards, newspapers and direct mail. 
Available to all distributors of Shell Heating 
Oils upon request. 


SHELL OIL COMPANY 


April, 1960 + NATIONAL PETROLEUM NEWS 


Now’s a good time for you to contact 
your local Shell representative. You'll 
get full details. And remember, the 
“Certified Comfort” Plan is the Profit 
Plan for Shell Fuel Oil distributors only. 
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More money in the bank? That’s for sure 
when you transport in Columbian aluminum 
tanks. It’s basic... you carry more 
payload! Extra gallons ride free because — 
-. more of the gross weight saving with aluminum. 


money You save in maintenance for greater profits, too. — 


No more expensive paint jobs... aluminum 
in th e tank gives you a bright, natural, enduring finish. 
Advertising value is a plus feature. Aluminum, 
. the modern metal, captures all eyes... directs 
with special attention to your sleek transport...to 
your product... to your company. 


Only most modern welding techniques... 


I advanced engineering ... manufacturing experience 
F j i and careful craftsmanship. can give you units 
| aT like these Columbian transports pictured at 


a loading terminal in Whiting, Indiana. 


I, | Their service record includes operation around- 
5 | the-clock hauling heavy fuel oil over winter’s 
[ roughest roads, over ice, snow and chuckholes. 


Come spring, they’re used as gasoline transports. . 
MASTER-CRAFTED BY 


- COLUMB 


SINCE 1893 


Columbian’s design and engineering are 
road-tested and adaptable to your personal 
specifications. Let us know your requirements 

and the states in which you expect to operate. © 
It will be extra money in the bank for you when ~ 
we help you solve your transportation problem 

with Columbian mastercrafted aluminum transports. 


COLUMBIAN STEEL TANK COMPANY 


P. O. Box 4048-1 Kansas City, Mo. 


We do contract stee/ fabrication. 


STEEL, Master-Crafted by Columbian . .. First for Lasting Strength 
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LIFTS ANY CAR 
SAFELY. 
WITHOUT 
ADAPTERS! 


Exclusive 4-position 
contact pads accommo- 
date any frame height. 


®@eeeeeeeeeeeeceeeoceveee eos oa0e688280C 998C990089 


Wayne UNIVERSAL Frame Lift 


You can adjust the Wayne 
UNIVERSAL to make it 
longer, shorter, narrower 
or wider than any other lift 
available. Height above 
floor—4¥% in.—is lowest of 
any lift. 


as? > ae 
UFT WIDTH™] 


24%" MIN. | jj 
RETRACTED) | 
1 
60" MIN.) 
RAL 
a 








From the largest domestic model to the smallest 3-wheel import, 
no car has a frame too wide, a track to6 narrow, or an underbody 
too low to be handied by the Wayne UNIVERSAL. Spot the car on 
the wheel stops . . . position the swivel arms with a handy hook (no 
crawling under). . . raise the lift. No adapters ever needed. 


Safe—Load is supported by a large underlip on each arm, eliminat- 
ing stress on the swivel bolts. New 6-position safety leg releases 
by foot treadle with operator standing clear. A Wayne UNIVERSAL 
—rated to 8000 Ib. capacity—has been successfully tested at loads 
far beyond specifications of commercial Standard C.S. 142-58. 


Saves Service Time — With the Wayne UNIVERSAL Lift you 
get a clear working area, ample headroom, and an unobstructed 
view. All parts of the car underbody are easily accessible, saving 
time in lubrication, tire servicing, muffler replacement, or other 
repairs. New minimum-friction packing on main cylinder assures 
lift follow-through to floor after tires touch down. 


Write for new Bulletin W-114 giving complete data on latest 
model Wayne UNIVERSAL Lift. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation e Salisbury, Md. e WAYNE PUMP CANADA, LTD. e Toronto, Ontario 
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Morrison Engineering 
makes it better 


A century of engineering and design know-how — 
gives you the confidence you need when 
specifying oil equipment. Careful attention 
to detail, product performance in the field 

' and good pricing have made the name 
Morrison synonymous with oil equipment 

_ needs. Specify, stock and sell Morrison... 
the full profit line. 


RISING STEM GATE VALVES 

All bronze, double disc valves with positive acting spreader 
pin or wedge to assure tight closing. Quick threaded stem 
and oversize packing. Order Fig. 235D. 

SIZES: 1%”, 2”, 2%” and 3” 

Also available in two lock types; Figs. 235AD & 2358D 


Ann ne OF A a oe a a ae a a oF a a oe a a a a a a a a ae 


QUICK OPENING GATE OR THROTTLE VALVE 
Machined, ground and hand lapped for gasoline service. 
Specially ground discs with ball and socket type wedging 
for positive closing. Order Fig. 237. 

Self closing type Fig. 238, 

SIZES; 1%", 2”, 2%" and 3° 


ee ee ee ee ee ee ee ee oe ee ee ee ee oe ae a ee oe Co diteete etna tte ad 


- PRESSURE RELIEF GATE AND LINE VALVES 
An all-brass gate valve with all the sturdy dependability 
you expect from a Morrison product. Special built-in pres- 
sure relief valve. Automatically relieves excessive line 
pressure. Set to relieve at 50-Ibs. Order Fig. 535D. 

SIZES: 2”, 2%” and 3° 
Also available with locking device. Figs. 535AD & 535BD 


Complete parts always available . . . see page 41 of new 1960 Morrison catalog 


MORRISON BROS. Co. 
OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
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YOU NEED THIS Light Diwev 


FOR MODERN STATIONS 


Look at the interior of a Plastilux sign as well 
as the face. See how maximum light power is 
developed . . . how shadow-free engineering is 
perfected . . . how easy, low cost maintenance 


is assured. 


We operate service stations. Please 
have a Signvertising Engineer call. 


Only NPI makes the 
PLASTILUX® sign 


MAM 
TITLE Sie! Er aan ee estes NO. SR 


The service of a Signvertising® Engineer 
is available to you without obligation. COMPANY. Caen Si 
ADDRESS___ 


L&C | SSRN rN 


NEON FRODPDvUCTsS 
INWOCOOR FORA TE 
® X.izmma ia, Ohio U.S.A... 


OOOO OS ORO O OOS OOOOOO22O84 
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225-757 - Here's how overhead reels 
Gear Lube a 


Pump me and air-powered pumps 
: team up to give you a truly 
MODERN LUBE SYSTEM! 


@ Name of the system is Graco Power- 
Flush .. . and it means just what it says! 
Powerful air-operated pump flushes all 
the old grease out no matter how dry or 
caked . . . works new lubricant in... 
eliminates all channeling. It’s the only 
method that provides both complete 
cleaning and thorough lubrication, while 
forming a protective seal at the exposed 
portion of the bearing. 


Graco overhead reels move lubricants 
quickly and smoothly from supply tub- 
ing into outlet hoses. Largest orifices 
225-959 ie and reel hubs insure unobstructed, high- 
ATF Supply , pressure volume of lubricants. Power- 
Unit tr 4 Trol valve provides instantaneous and 

; * positive action. 


New 12-page booklet gives the 











225-973 » »* ; full story on GRACO Lube Bank of 4 Deluxe 


“Topper” 
High Pressure 
Lube Pump 





Equipment—what it is, why it’s Overhead Hose 
better for building your service Reels puts any 


‘“ combination of 
= Wet fer free capy - - - high pressure, gear lube, 


motor oil, air, water or 
ATF right at your fingertips. 


TROL VALVES 
PRESTO-PAK HYDRA-CLEAN — 


GRAY COMPANY, INC. * 465 GRACO SQUARE ¢ MINNEAPOLIS 13, MINN. 
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Gasoline Transports 


If It’s A Fruehauf 
It Didn’t Cost You As Much! 


There is really less difference in Tank-Trailer prices than many buyers realize. The 
difference is mostly in the specifications—in the real, operating value. 


There is a Fruehauf gasoline or chemical transport priced to match any competitive 
model—and it will invariably have that little extra built-in value. In some respect, or in 
many, the “‘specs’’ will excel. The engineering will be more advanced. Precision machining 
and automatic welding will give it longer life. The organization that sells it will serve you 
better. It will be worth more at trade-in time. 


You pay /ess for a Fruehauf. 


Edibles Transports 


a 


For Forty-Six Years—World’s Largest 
Builder Of Truck-Trailers! 
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Hot Commodity Transports 


FRUEHAUF TRAILER COMPANY 

10948 Harper Avenue @ Detroit 32, Michigan 
Please send the fully descriptive literature on Fruehauf’s 
high quality tanks: Steel [|] Aluminum [] Stainless [] 


Nome 





(Please Print) 





Company 
Address 
City 











now! 
A NEW OPERATOR 


by the originators 
of cable control in 1933 
for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 
cross braces. Levers are of malleable iron, shorter 
and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 
in. for older types of emergency valves or 2 in. for 
newer larger valves. 








Other outstanding features of this new 





u 





operator include the following: 





————) 


@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 
@ Provision for manual tripping from two or more remote points 
@ The end frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar q 
that slides into the slots 
Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 
In any size frame from 1 to 10 compartments (5-compartment a 


operator is only 81/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 








Operator can be mounted in any convenient position. 


Send for detailed information and prices °U.S. Patent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF, 
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Advertisement 


Arthur C. Pillsbury, Dean of 
the world’s automotive officials, 
Chief Steward of the 1960 
Mobilgas Economy Run. 

Mr. Pillsbury, Director 
Emeritus of the United States 
Auto Club (USAC), has 
certified and supervised every 
major automotive performance 


record for nearly fifty years. 


What’s the true story behind 
the Mobilgas Economy Run? 


What does it prove? What does it mean to the motorist? 


Is it honest? Does everybody win? Are there gimmicks? 


The only truly authentic 
mnt =yardstick of the gas mile- 
(USAC) age potential of today’s new 

cars—that’s America’s gas 

mileage classic, the Mobilgas Econ- 
omy Run. 

In 1936, the firsts Economy Run 

started and finished the same day. 

Now, 24 years later, the Mobilgas 


Economy Run will be the biggest 
ever this year, with more entrants 
than ever before; and it will be the 
longest ever, covering 2,000 miles in 
just five days. 

And, the Run is strictly on the level! 
According to Art Pillsbury, Chief 
Steward, ‘‘It seems like we have at 
least one rule for every mile the Run 





covers.’” Actually, the rules and regu- 
lations governing the 1960 Annual 
Mobilgas Economy Run read like the 
toughest set of Army regulations ever 
marshaled through a government 
printing press. They cover twenty 
pages, with a total of over ten thou- 
sand words—all aimed at making ab- 
solutely certain that the miles-per- 
gallon figures, published at the end 
of the Mobilgas Economy Run, are 
indisputable, irrefutable records of 
the kind of mileage America’s new 
cars can deliver when properly tuned, 
properly driven and properly fueled. 


WHO MAKES THE RULES? The United 
States Auto Club are the taskmasters 
of the Mobilgas Economy Run. Mr. 
Pillsbury is assisted by five additional 
stewards, in conjunction with three 
referees. Under their direction, over 
one hundred and fifty hand-picked 
observers and official personnel cover 
every mile of the route. There is at 
least one official observer to every car. 

“This is not a race,” says Chief 
Steward Pillsbury. ‘Actually, drivers 
would like to drive as slow as possible 
to save gas. But to make each day's 
run in the specified time, they just 
about have to drive the maximum 
speed limit all the way. For example, 
where there’s a 55 M.P.H. limit, they 
drive 55 M.P.H. Where it’s 20, they 
drive 20. Any infractions of the speed 
laws call for gas-consuming penalties 
that could mean defeat.” 


THE DRIVERS. All kinds of people... 
a toolmaker and a female restaurant 
owner; a magazine editor and a house- 
wife; a grandmother and a teenage 


Advertisement 


coed. Their lives become just one big 
“cannot’’ from the moment they sign 
on for the Mobilgas Economy Run. 

They cannot ever be in the car with- 
out a USAC observer. They cannot 
change or alter carburetors . . . cannot 
drive in any but a normal and safe 
manner... cannot add unauthorized 
accessories . . . cannot use any other 
than regularly catalogued tires for the 
model they drive. 

In the Run, no driver may break 
even the most minor traffic law with- 
out incurring gas-consuming penal- 
ties. They cannot at any time tamper 
with any of the over fifty USAC seals 
on their cars. They cannot use any 
fuel other than that specified by USAC. 
They like to feel they cannot lose, 
too, but that’s not the case. . . for 
there can only be one winner for each 
of the six classes. 


THE ROUTE. The United States Auto 
Club, U-sack as it is generally known, 
plots the Mobilgas Economy Run 
route—a route designed to include in 
capsule form all the norms and ex- 
tremes of driving a motorist might 
encounter in a year’s driving. It winds 
from sea level at Los Angeles across 
burning deserts, up mountain passes 
soaring over 7,000 feet, through snow- 
covered mountain trails and flat plains- 
land stretches, through dense city 
traffic to the terminus in Minneapolis, 
Minnesota. 


AND THE CARS. 48 of them in 1960... 
representing every major make and 
model manufactured in America to- 
day. After the make and model is offi- 
cially entered—by car dealers, dealer 





associations and, in some cases, pri- 
vate owners—the actual car is picked 
at random by USAC from any source 
they choose throughout the country. 
USAC picks most of the cars right 
out of dealers’ showrooms. As a mat- 
ter of fact, that new car you ordered 
and haven't received yet might have 
been chosen by USAC for the 
Economy Run. 

After USAC picks them, they seal 
every vital part of the automobile to 
prevent alterations or gimmicks that 
might provide competitive advan- 
tages—over fifty seals in all. Then 
USAC brings each car to a heavily 
guarded impound area. “‘Actually,’’ 
says Chief Steward Pillsbury, ‘‘from 
this point on, the driver may never 
even enter his car without an official 
observer.” Each car must be stock USA 


manufacture and design, equipped 
with automatic transmission. Each car 
is tuned to factory specifications under 
USAC scrutiny. 


FEATHERWEIGHTS TO THE HEAVIES. 
The six classes of cars in the Run 
might be compared to their counter- 
parts in the boxing profession. There 
are the Featherweights in Class A, com- 
pact cars . The Lightweights in 
Class B, six-cylinder low price. . . the 
Welterweights in Class C, eight-cylin- 
der low price. . . the Middleweights in 
Class D, low medium price . . . the 
Light Heavies in Class E, upper medium 
ptice . . . and the Heavies in Class F, 


Advertisement 


high price class. You'll find your car 
in one of these classes. 


THE FUELING. Only USAC officials 
are permitted to fuel the cars. “Each 
tankful is actually topped off drop by 
drop,”’ says Art Pillsbury, “using spe- 
cial devices that permit minute meas- 
urements.” Cars may fuel only at 
officially designated stations. 


WHO WINS AND HOW. Each car will 
have its overall miles per gallon calcu- 
lated and the top miles-per-gallon car 
will be adjudged the winner in its 
class. And every American motorist 
wins too. For this ‘‘Research on 
Wheels” event provides for every 
motorist the only authentic yardstick 
of the gas mileage potential in today’s 
new cars. In addition, the Mobilgas 
Economy Run can also claim some of 
the credit for continuing to point 
auto makers toward more efficient 
and more economical engine design 

. and is doing a similar job con- 
cerning gasoline improvements. 

That's the Mobilgas Economy Run 
—April 2 to April 6. And if it seems 
like all rules, restrictions and regula- 
tions, it’s all for a purpose; and that 
purpose gives the American motorist 
a target to shoot at, in terms of the 
maximum gas mileage he can get with 
his car. For a free copy of the com- 
plete Rules governing the Mobilgas 
Economy Run, write Rules, Box 1440, 
New York 17, New York. 


OW EO 


Is THERE only a single winner in each class in the Mobilgas Economy 
Run? Yes—however, he or she may also be married. 





The One and Only 


NPN's annual mid-May FACTBOOK issue is the one and only of its kind. There is no 
other single source of so much statistical and reference data of year around use available 
to oil marketing management men. 


That is one reason why in an average month 13,711 oil marketing management men 
use the NPN FACTBOOK 36,503 times.* That is almost three times a month on average 


they expose themselves to the advertising in the FACTBOOK . . . a possible 470,277 
sales contacts a year for you. 


Get year around coverage of information-seeking oil marketing management men 
by advertising in the 1960-61 issue of NPN's annual mid-May FACTBOOK issue. 


Closing date for advertising space reservations is April | 5th. 


WV, VA AG @ All-paid, audited circulation 


NATIONAL PETROLEUM NEWS = A McGraw-Hill Publication 
For Oil Marketing Management 330 West 42nd Street, New York 36, N. Y. 


*Based on Reader Feedback readership survey of the 1958-59 issue. 
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TASK- 
DESIGNED 


Task-Designed aerosol cans by Crown—pioneer and 
leader in the aerosol field—help put new products on the 
market and add to the sales appeal of familiar products. 
Aerosol shellac packed in Crown aerosols, for example, is 
always handy, easy to use, and gives outstanding results. 


Crown Cork & Seal Co. was the first to manufacture 


disposable aerosol cans. During the years since, our 
engineers have acquired vast experience in solving the 
problems of aerosol packaging. Crown aerosol facilities 
have been increased to speed service to you. 


Crown aerosols are available in sizes from 6 to 16 ounces. 
May we send you more details? 


EY 
fp for cans + crowns - closures « machinery 
OW my CROWN CORK & SEAL CO., INC., 9300 Ashton Road, Philadelphia 36, Pa. 
76 
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Only Scovill has hose couplings 
that meet all 3 vital standards 


How do your present fuel oil and gas pump couplings meet these vital 
standards? Read how Scovill couplings perform before you re-order . . . 


1 Are they economical? Are they trouble-free? Scovill couplings provide long, trouble-free 
operation. Some of their outstanding features . . . positive, permanent anchorage . . . high 
strength, cold drawn copper alloy ferrules with straight sides that parallel the body... 
rounded edges that will not snag on curbstones or shrubbery . . . and retaining grooves in 
female sections that prevent washer loss when coupling is disconnected. 2 Are they available 
for immediate delivery? Scovill sales offices and warehouses are strategically located—and 
extensive in number! They carry a full line of couplings—from %” to 3” in fuel oil couplings... 
and all standard sizes in gas pump couplings. Your order is processed and shipped without 
delay! 3 Is expert service and advice immediately available? The Scovill sales and service 
force is the largest —and finest —in the industry today. The services of these experts are yours 
to call upon whenever and wherever you wish. For information, write: Scovill Manufacturing Co., 


Industrial Coupling Div., Waterbury 20, Conn. EE 
Hose couplings by SCOVILL 


MAIN OFFICE: 99 MILL STREET, WATERBURY, CONN. + CLEVELAND: 4635 W. 160TH ST. ¢ GREENSBORO: 1108 EAST WENDOVER AVENUE + HOUSTON: 2323 UNIVERSITY BLVD. 
SAN FRANCISCO: 434 BRANNAN STREET + TORONTO: 334 KING STREET, EAST 
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Inside or Outside—The Dillmobile is 
completely portable. 














Your Dealers 


Get in the Tire Repair Business with 
With This NEW DILLMOBILE REPAIR CENTER 


Tire repairing is good business, steady business, profitable 
business. And your dealers can do it easier, better and faster 
with the new Dillmobile. It puts everything right at their 
finger tips. Lets them inspect and repair tubeless tires or 
tubes quickly, easily. Speeds up tire repairs. Gives better 
service. No fumbling around, no hunting for materials or 
tools. The saving in time alone makes it a smart investment! 


The Dillmobile is sturdy—built to last! Construction is 
all-steel, coated with a durable enamel finish. Completely 
portable, it rolls effortlessly, quietly on heavy duty 5 x 1” 
rubber treaded wheels. Brake locks unit securely in position. 
Double electrical outlet for attaching power tools. 36” long, 
21” wide, 38” high including 4” backstop. Excellent for 
performing safe, sure, electrically vulcanized Dillectric tire 
and tube repairs! 


Let the Dillmobile improve your dealers’ service . . . and 
profits. Or better yet, use it as a special premium! 


For more information, write to The Dill Manufacturing 
Company, Dept. N-4 for free catalog 1329. 
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The new Dilimobile No. 6669, 
A plete, self-contained tire 
repair center, dealer priced at 
$99.95 (including spreader). 





If tempered masonite top desired 
—add $3.50 Part No. 6669-M 


Your current Dillectric equipment can be mounted 
quickly on the Dillmobile. All Dillectric supplies 
will fit in the specially designed storage drawers 
and cabinets, 











| BELLE, | 


The DILL Manufacturing Company 
700 E. 82nd Street + Cleveland 3, Ohio 
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JOB FOR AUTOCAR .. . because 
in tank trucks it’s the load-carry- 
ing ability that counts. That’s today’s 
truck operator’s ““economics’’. Extra 
payloads without interruption 
justify the investment in Autocar. 


700-galion bonus aboard this Autocar! 


it’s a simple matter of dollars. 
Autocar’s new lightweight ‘“‘A”’ Series 
models can haul more cargo—as 
much as an extra 710 gallons—and 
do it more efficiently. 

Autocar reduced chassis weight 
as much as 4475 pounds, put the 
saving into extra payload. Alumi- 


num alloy is used, from the ground 
up, to cut weight. Yet Autocar’s 
way of precision building for tough- 
ness, roadability and low mainte- 
nance prevails throughout. 

There are no other tractor-trucks 
like Autocar, and to do with any- 
thing less is the same as cutting 


————— 


Autocar 











profit. Every Autocar is custom- 
engineered for its particular job. 
This is truly the ‘““World’s Finest” 
among the big ones. 

Another thing—you’ll find com- 
prehensive White-Autocar service 
in every major city in the United 
States. You can’t beat it. 


Division of 
The White Motor Company 
Exton, Pa. 








.. EPPECTIV 


-.» EFFECTIVE AREA LIGHTING.... 














WITH SALES: 


~ Guardian 


Fley-o-peam ~ 


It’s the fixture you can use as an island 


4 
4 


- EFFECTIVE AREA LIGHTING... 


light, area light or floodlight ...as a giant 


“cc 9? “< > ° + J 
T’”, “Y” or center-mount. Guardian’s new Adjusts from horizontal te 45° 


ra 
“Flex-O-Beam” is really universal in scope, . . .. pivots on rigid center... 
sideways adjustment from 


provides “‘tailored-to-order” fluorescent area ; 
horizontal to 30° 


lighting efficiency for any service station. 
WRITE FOR LATEST GUARDIAN BULLETIN B26 


O NORTH BLVD OAK PARK, ILLINOIS 


ee 
GUARDIAN : ight OM PANY 
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++ EPPECTIVE AREA LIGHTING.....BFFECTIVE AREA LIGHTING... 
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The new Gilbarco 6x4 series of centrifugal pumps! 


® Self-priming and straight centrifugal models. 

@ Furnished in models up to 100 horsepower. 

@ Models for truck power, or direct drive — electric, 
diesel, gas-engine. 


Fueling jet aircraft... Pipeline booster installations... 

Hydrant fueling systems... Barge unloading units... 

... this new line of Gilbarco centrifugal pumps is de- 

signed especially for handling liquid hydrocarbons where 

high heads are essential for peak efficiency. 

@ The first positive self-priming centrifugal pump that 
allows heads up to 400 feet at 600 gallons per minute! 

®@ Capacities up to 1,000 gallons per minute. 

® Ruggedly built, yet relatively small in size. 


The world’s finest petroleum handling and 


Before you buy any pump, check with Gilbarco first — no 
other pumps can give you so much return on your invest- 
ment. Why don’t you write today for complete informa- 
tion. GILBERT & BARKER MANUFACTURING COMPANY, 
West Springfield, Massachusetts and Toronto, Canada. 


ilo” 


marketing equipment comes first from 
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There's Extra Profit in Headlamp Replacements 


GET YOUR SHARE... 


with VISION-AID HEADLAMPS 


Whenever a customer pulls in — for a tank of 
gas, a lube job or even a road map—take a 
quick look at his headlamps. You’ll be pleasantly 
surprised at the number of replacement sales 
you'll make. These extra profits are yours just 
for the looking! 

Insure your share with Vision-Aid Head- 
lamps. 4000 series duals or new 6000 series 7”, 
they produce the kind of illumination your cus- 
tomers want and need: sharp, accurate low 
beams ... distance-devouring high beams... 
long, trouble-free performance in all types of 
traffic and weather. It’s the kind of performance 
that keeps customers sold on you. Get set for 
those extra profits. Tell your supplier to make 


’em Vision-Aid Headlamps. Automotive Prod- 
ucts Division, Tung-Sol Electric Inc., Newark 
4, New Jersey. 


unseat “ a= - 

| COMPLETE AUTO = 

LIGHTING SERVICE « 

Ask your supplier am 2 eT 

about the new Tung- t 

Sol Auto Lighting Rack. 

Stocks everything you 

need for complete one- 

stop lighting service. 
(24” x 32” x 8”) 


| a os 
mores 





¢) TUNG-SOL 


HEADLAMPS © MINIATURE LAMPS ® FLASHERS 
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MARKETING: 90 years of marketing experience bring to this station 


the most advanced petroleum products, complete dealer training, modern 


facilities and equipment, sound financial counseling—all for one purpose 


and one purpose only — profitable retail marketing. 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 





@ Out of many years” “= 
experience in providing 
separator and filter equip- 
ment for aviation fueling, 
Warner Lewis Company has 
developed a 2-stage 
separator/filter for 
elimination of jet fuel 
contaminates. The new 
Warner Lewis 2-stage 
separator/filter provides the 
ultimate protection against 
fuel contamination in all 
aviation fuels in current 
service. This new equipment 
is installed at the fixed 
facilities and on refueler 
trucks or hydrant carts 
serving most major airports 
worldwide. It is approved 
and in production for 

the Air Force 

under recent contracts. 


WARNER LEWIS 





WARNER 
LEWIS 
Compan 


MA 














PROTECTS THE JETS 


DIVISION OF FRAM CORPORATION — In Canada: FRAM Canada Ltd., Stratford, Ontario 
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eal a | Lighting Requirement Needs An 


ENGINEERED LUMINAIRE 


Specifically For That Particular Ap 


plication 


Offers A 


COMPLETE LINE Of Service Station Lighting Equipment 


For Each Lighting Need!! 








INSTALLATIONS OF COMPCO 
BEFORE 
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FOR 

EVERY 
OILHANDLING 
NEED... 


REG. U. 5, PAT. OFF 


Neoprene keeps hose on the job. Tough, versatile 
neoprene—Du Pont’s synthetic rubber—has a wide range of use in petro- 
leum hoses of every description. The reason is simple: no other material 
has such a unique combination of properties. Neoprene stands up te 
weather exposure, temperature extremes, abrasion and ravaging effects 
of oils and chemicals. 


Performance like this—now so commonplace it’s seldom given a 
second thought—actually affords dramatic evidence of neoprene’s ability 
to keep hose on the job far longer, at far greater long-term savings. What- 
ever your oil-handling problem, there’s a hose of tough, long-lasting neo- 
prene to fit your needs. Why not ask your local distributor for the facts 
right now? E. |. du Pont de Nemours and Co. (Inc.), Elastomer Chemicals 
Department NPN-4, Wilmington 98, Delaware. 


For instance: eleven years ago, an Eastern fuel 

oil distributor installed a 150 ft. length of 

neoprene jacketed oil delivery hose on one 

of their trucks. Last year this truck chassis 

was replaced but the neoprene jacketed hose 

continues to be used. Previous service life 
mee for delivery hose —3 to 4 years. 


For instance: a gasoline pump hose with neo- 
prene cover lasted so long, was still so flexible 
and resilient, the station owner could hardly 
believe his eyes when records showed he 
ordered the hose installed eleven years ago. 


For instance: neoprene dock loading hose set 
a new record for continuous service — 11,000 
pumping hours in 7 years—for a leading 
refining company. 


SYNTHETIC RUBBER 


NEOPRENE HYPALON® VITON® ADIPRENE® 


Better Things for Better Living .. . through Chemistry 
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CUT OPERATING COST IN 1/, win tHe NEW 
W; he hl O=] ~ a The ULTIMATE in VERTICAL 


DEDICATED TO QUALITY & SERVICE SURFACE LIGHTING! 


NOW. -- one fluorescent lamp projects as much e@ INTENSITY . . . over 2 foot candles on 
light: as two lamps in other fixtures. face of building at 14 ft. 


@ INSTALLATION . . . fastens easily to 
either horizontal or vertical surfaces 


@ FRONT . . . of fixture flat for mounting 
lettering 


© DOORS . . . with or without doors, doors 
made with hinges, aluminum frames, 
lucite lens 


@ LAMPS . . . POWER GROOVE . . . one per 
fixture with VHO or SHO available 


@ DELIVERY . . . 90% of all orders re- 
ceived are filled and shipped the same 
day 


i ~<a ., 
<< 


“CR’’ (Controlled Retiectance) AMAZING... NEW ALZAK 
MIRROR FINISHED 


PARABOLIC REFLECTOR 





Look straight into the opening of 
Whiteway’s new ‘‘CR"’ 





Note the giant image of the 
SINGLE TUBE magnified to the 

= FULL WIDTH of its reflector sur- 
face (14 inches) 





FREE CATALOG 
HERE IS WHAT THIS MEANS TO YOu. AND LIGHT CHARTS 


Whiteway’s new ‘‘CR” gives you the ultimate in. vertical lighting 
as MUCH LIGHT from ONE TUBE as other fixtures give with TWO! od nit wiy36 Dreman Ave. 


MORE PUNCH NV 1@) 54 cm oh O10) 10) 1B Mam ol LU hstmaarlalvaral-\\ mee) celalid-lonall a1 Cincinnati 23, Ohio 


and electrical features you have been looking for 


WHITEWAY MFG.CO. 1736 Dreman Ave., Cincinnati 23. 0 _ 
ADDRESS 
ESsex UNTAIN CITY 
tack ‘ 14 e FT Ls U ER YALE FLA. Acksc 4 DETROIT. MICH. Vermor STATE 
5.8696 EVELAND 1-7151 ! : ATTENTION: 


BRANCH OFFICES: CHICAGO 
INCINNATI, ( BRamble 
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TIMKEN-DETROIT TK-500 SERIES TRAILER AXLES ARE 
STILL THE LIGHTEST, SAFEST, MOST RUGGED YOU CAN BUY! 


i dtiolol-tele @lal-i atl -let ms felael tele Sa-1-1 i -ie-1 4) 
Spider electror ally ito axle for 
t lola: 04-08 ols! mde) asl-taler= 


a 


Electronic Butt-Weld of 
the nN 
i #or | 


often imitated. 


ut never equaled 


Every TK-500 Series Trailer Axle is “torture- 
tested” for safety. 


Exclusive alloy steel spindles are upset forged and 
hot-pierced for greater strength at less weight. 


One-piece forged alloy steel brake spider is prac- 
tically indestructible ... gives rigid brake support 
and never needs replacing. 


©1959, R-S Corp. 


Huge Rockwell designed welding machines elec- 
tronically butt-weld the spindles to the seamless 
tubular section, making this the strongest section 
of the axle. 


Only Rockwell-Standard has the facilities to per- 
form these operations. Backed by 50 years of axle 
pioneering and billions of miles of trouble-free 
service, Rockwell-Standard is the accepted stand- 
ard for the industry. 


For maximum safety, less maintenance and more 
payload, specify and insist upon the Timken- 
Detroit TK-500 . . . there is no equal. 


Atbthiee FROME G,.. ROCKWELL-STANDARD 


CORPORATION 


I i ot- Uab>taalt-t-)le) alts tale my + 4(>mm @) hval-i le) arm @)-8d goth ane ia 
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AGAIN IN 1960... 


CHEVRON 


~s building more 


and greater 


outdoor signs for 


America’s %- 


leading marketers 


~ 


LO 


OUTDOOR ILLUMINATED PLASTIC SIGNS 
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SELLING SLANTS 


Push Your Spark Plug Sales Sky High with 


ACS Bro CARNIVAL OF. 





Eye-Catching Three-Dimensional Display 
Sells Them On New Fire-Ring Spark Plugs 


Here's how you can give your sales of AC Fire-Ring 
Spark Plugs a boost right now and all season long. Put 
the exciting Carnival of Power window trim to work 
doing a selling job that will send your AC profits soaring! 
This is a sparkling, three-dimensional display that's 
bound to build your customers’ business. Featuring the 
new AC Extended Shell Spark Plug, it invites every 
motorist to help himself to new power and economy 
with a brand new set of better-than-ever AC Fire-Rings. 
The big extra feature of this window trim is a plastic, 
inflatable Fire-Ring which fits around the heavy card- 
board AC Spark Plug and fire trail to give the display 


its three-dimensional effect. The art treatment on the 
words ''Carnival of Power'’ pops out the shorter phrase 
“Car Power"’ which is what you and AC and the dealer 
are all selling. AND THERE'S A BONUS: The Fire-Ring 
is actually a sturdy, vinyl Swim Tube that's certain to 
delight some lucky kid, once the promotion is over. 
Additional Fire-Ring Swim Tubes are available as traffic 
builders. Make sure you take advantage of the sales 
power of this outstanding display. It will help your 
customers bring to more motorists than ever the per- 
formance they get only with AC Fire-Ring Spark Plugs. 


CALL YOUR REGULAR AC SUPPLIER TODAY 


your KEY TO 


COLORFUL, PRACTICAL “KEYBOARD”, TOO! 


Here's another big plus in the AC Carnival of Power pro- 
motion—a handy ‘‘keyboard"' for car keys. Made of heavy 
gauge metal, 1514” x 5”, it has ten key hooks. Keys to any 
car in for service are always readily available. Or it can 
be used as a tool board for small tools. 


BETTER PERFORMANCE 


NEW AC FIRE-RING SPARK PLUGS 
9 g 9 4 4 9 


ALL-IN-ONE PACKAGE 
The entire package—the window trim, the keyboard and 
the Swim Tube—goes to the dealer for just $1.00, with 
any order of AC Spark Plugs. It's the promotional bargain 
of the year. 


New ‘AC, Fire-Ring Spark Plugs 
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Powrn PRoMorioN ! 


« Feg-RING = be 


ed 
/ é 


f 





Backed by 3-Dimensional Advertising 


There'll be powerful national advertising giving three-way support to 
the AC Fire-Ring story this spring—strong commercials on the Art Carney 
TV show; ads in Life, Saturday Evening Post, Reader's Digest and special 
interest publications; hard-selling messages on outdoor billboards in 
your area. 


—They Must Be The Best! 
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SELLING SLANTS 


Get Set To Sell More Filters 


‘AMAZING PERFORMANCE: 


Dramatic Display Links Great Profit Team... 


This Spring, have your customers show that something extra 
special is going on around their stations. Make their locations 
even more lively with this AC Oil Filter window display ... 
and give them the bustling, gala air of a Spring Carnival. 
AC gives you an exciting theme for oil filter sales—‘‘This Pair 
(oil and filter) Beats Four of a Kind (dirt, grit, soot and 
water)”. This promotion combines carnival excitement with 
sound sales strategy for making more money out of oil filters 
and oil: Sell more oil filters, and you’ll sell more oil. The two 
go together like ham and eggs. 


You're in for a Heart-Warming Experience! 


During AC’s new Spring Oil Filter promotion, your dealers 
can acquire a quality gift for their homes that’s an 
outstanding value. It’s a Sheridan silver-plated chafing dish 
to thrill your lady of the home. Whether you’re serving 
buffet dinner or a TV snack, this chafing dish will dress up 
your table with useful and gracious elegance. Equipped 

with water jacket, handled cooking pan and alcohol burner, 
its versatility fits dozens of occasions. Heavily plated with 
silver, it has the class of a cherished heirloom. 


ALL Your dealers can participate in AC’s big Spring Oil 
THEY Filter promotion by ordering any 36 AC Triple-Trapper 
Oil Filters and the Spring Promotion Package, OFM-61 
. HAVE from their AC representative. By including $17.85 for 
the promotion package they’1l receive: 
@ The elegant Sheridan silver-plated chafing dish. 
DO! @ The complete AC Oil Filter “Carnival” Window Trim. 
@ Six popular-type AC Triple-Trapper Oil Filters worth 
$17.85. 
When your dealers sell the filters included in the pro- 
motion package, they’ll have recovered their investment 
of $17.85! 


SELL ACTRIPLE-TRAPPER OIL FILTERS... 
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and More Oil With This 


SPRING PROMOTION! 


ONLY AC GIVES 
YOU THIS 
COMPLETE 

ADVERTISING 


RING PEON sean SUPPORT 


your oil filter prospects 

NSLS |S YOUR ENGINE; will be sold on AC 
Cea Oil Filters through 
AC’s high-frequency 

Spring advertising 

support. They'll see 

and hear the Triple- 

Trapper story in a wide 

variety of places: on 

Art Carney’s nation- 

wide television show 

on NBC-TV...in Life, 

Saturday Evening 

Post and Reader’s 

Digest and in special- 

interest magazines. 

You'll find them in a 

buying, responsive 

mood toward the 

AC Triple-Trapper! 


AC SPARK PLUG 4% THE ELECTRONICS DIVISION OF GENERAL MOTORS 


THE FINEST PROTECTION MONEY CAN BUY! 
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miles with only routine, ICC-prescribed maintenance” 


says Ed Seaton, Jr. 
President 

Refiners Transport, Inc. 
Nashville, Tennessee 


‘ 
. do the 10 years we've been in business, we have 
had more satisfactory service out of Fords than any 
other vehicle in the same price class. They just don't 
require the repairs that other makes do and the ‘59 
Ford F-1000 tractors seem to be the best yet. We 
haven't experienced any downtime with them and 
a couple have logged over 80,000 miles with no 
repair work on them other than our regular ICC- 
prescribed maintenance. 

“The majority of our independent contractors 


Refiners Transport, Inc., one of the South’s 
leading common carriers, is licensed to haul 
liquid commodities in seventeen states. This 
progressive company leases its tractors from 
independent contractors and has always had 
more Fords in its fleet of tractors than any 
other make. Here is what Mr. Seaton has to 
say about them: 


drive their own tractors, and the ones on the shorter 
hauls buy Fords with the Big V-8 because they out- 
perform everything else on the grades. With a Ford, 
they don’t have to run the engine as fast to main- 
tain legal road speeds and there is ample power 
for good acceleration. In fact, the men with the 
F-1000's say they haven't seen anything yet with 
a comparable gross that they couldn't pass. The 
lighter chassis weight of a Ford frequently means 
as much as 300 gallons more payload, too!” 


Again in’60 FORD TRUCKS offer Certified Savings ! 


CERTIFIED ECONOMY CERTIFIED DURABILITY 


This year, if you buy a Ford Truck, you get a truck The refinements built into the 60 Ford Heavy 
with certified economy in the three major expense Super Duty Trucks for longer life and greater 
items: gasoline, tires and initial price. ability will also bring savings to your operation 


—, 





Best Gas Mileage! Results of second running Automatic Radiator Shutters, standar: - 
of Economy Showdown U.S.A., show 1960 Ford ali Super Duty models, add considerably to e: 
Y-ton Pickups won every test—beat the average life . . . mean less expansion and contrac’ 
of the other four leading makes by 13.1%. more efficient combustion and better lubrica 


f Double Tire Life! Under average conditions, 
\ Ford's truck-type front suspension gives double the 











Dynamomefter Tests of Ford’s submerves 
type electric fuel pump showed no power loss 

temperatures up to 200° F vs. 9% loss with me 
chanical fuel pump under the same conditions 


front tire life of that obtained with ‘“‘soft-type"’ 
independent system used on some 1960 trucks. 


~)\ Shaker Table Tests pius constant exposure t 
oil, water and heat proved Ford’s 1960 wirir 
harness to be three times longer lived than the 
1959 harness. 


4, 
Lowest Prices!* New 1960 Ford ¥%-tonners are 
priced from $33 to $181 below those of leading ‘ 
competitive makes. List prices of Ford Light and 
Medium Duty models are lowest in their class. 


CERTIFIED ECONOMY REPORTS 


Certified results of these and other tests conducted by 
America’s leading automotive research organization, 
plus a comparison of manufacturers’ suggested list 
prices, are now available at your Ford Dealer's. Take 
him up on his offer to check the records . . . see and 
drive the new Ford Trucks . . . and you'll save for sure! 


*Based on latest available manufacturers’ suggested retail prices, including Federal 
excise tax, excluding dealer prep and ¢ g and dest: chorges 


FORD TRUCKS COST LESS 
LESS TO OWN...LESS TO RUN... BUILT TO LAST LONGER, TOO! 
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While the driver tends the nozzle... 





TOKHEIM’s pre-set meters control flow, 
measure accurately, record transaction! 


Drivers depend on Tokheim Meters to shoulder 
a healthy share of the work on every fuel delivery. 
After driver sets gallonage, Tokheim’s Pre-set 
Control takes over! Lets product flow up to 
40 g.p.m. until three seconds before completion. 
Then, smoothly, automatically reduces flow to 11 
g-p-m. Gently cushions automatic stop — elimi- 
nates shock and strain. Gallonage is accurately 
measured at any rate of delivery. Recorded and 
receipted, too, by Ticket Printer (optional). 


SYMBOL OF EXCELLENCE 


Tokheim’s own new meters are precision in- 
struments. All vital working parts are rugged 
stainless steel or other noncorrosive materials. 
Will measure any of today’s fuels, day in and 
day out, without a maintenance problem. Air 
separator and strainer are reversible. Ideal for 
either single or dual installations—for tank 


» trucks, bulk plants, airports or industry. Ask 


your Tokheim representative about improved 
Model 635 Meters today. 


General Products Division 


TOKHEIM CORPORATION 


165(0 WABASH AVE. FORT WAYNE 1, IND. 


OKHEIM 


Gasoline Pumps 


and Mbcheaiaies ndiana; Tokheim of Canada, Ltd., 


ario; Tokheim International, A. G., Lucerne, Switzerland 
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WHAT'LL IT BE— 


ND ..OBLONG: 





} 
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Call for your favorite one-gallon anti-freeze can 
Continental’s answer is quality, quantity and dependable service 


ROUND QUARTS, TOO 
Of course Continental also 
makes round quart anti- 
freeze cans to give you 

a complete selection. 
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For your selling convenience Continental makes both 
types of anti-freeze cans—round and oblong. The 
prestige-pack oblong saves shelf space, makes stacking 
and handling easier. But take your choice. Either way 
you'll get precision-made cans, plus Grade-A 
Continental service. Call Continental today. 


«EC CONTINENTAL CAN COMPANY 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay Street, Toronto 1 

Cuban Office: Apartado 1709, Havana, Cuba 





PROVED (Qi 
WHEREVER Wm 


*FIRESTONE T.M. 


BUSINESS BANKS 
ON GOOD TIRES 


FIRESTONE PERFORMANCE PAYS OFF WITH LOW-COST-PER-MILE PETROLEUM DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, y 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. ’ r\ 





Wi 
Wi 
‘ ih 


ui S\ Yn AAV, 
Fir eston ww wh Nis 


I AD \ . 
BETTER RUBBER FROM START TO FINISH aa WN Vie: 25 
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Copyright 1960, The Firestone Tire & Rubber Company 
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Watchdog 200. 


so Sere ee 
Billions! 


Millions of gallons of gasoline are pumped 
every month .. . billions of gallons every year 

. every year more gasoline is pumped than 
previously. 

Keeping pace with improved gasolines and 
improved service station facilities is the world- 


famous Veeder-Root Computer the re- 
nowned “‘ Head for Figures.” 
Gasoline standards will continue to improve 
... pump performance will continue to improve 
—7 





. and Veeder-Root Computers will keep pace 
with these improvements as Veeder-Root engi- 
neers continue their work of giving you even 
better performance. 

You can always count on “The Head for 
Figures.”’ 





PRICE INCLUDIN 


Veeder-Root 


‘The Veme that Counts’ 


New York « Chicago * Los Angeles * San Francisco 
Seattle * St. Louis *« Greenville, S. C. 
Altoona, Pa. * Montreal 
Offices and Agents in other principal cities 


Want the Best in Remote Pumping? 


Specify Red Jacket EX7RACTA™ 
for even Bigger Savings 


Red Jacket Pump Experience Pays You Big Dividends 


Petroleum marketers have learned that remote pumping offers many advantages 
—reduced maintenance of dispensing equipment, increased flexibility for future 
planning, elimination of vapor-lock, use of larger tanks farther from islands and 
reduction of investment. Those who have had experience with Red Jacket 
““Extracta” pumps have collected even bigger dividends. They have found that 
Red Jacket design gives them: 


* More pressure to push gasoline through longer lines and smaller 
piping, smaller dispensers and automatic nozzles. 

« Available with floating suction adapter. 

¢ Has built-in air eliminator. 

+ Plug-in motor—no disconnecting of wires to remove pump and motor. 

« More sizes available—seven, from 3 through 5 hp.—a pump for every 
pumping job with capacities to 250 GPM. 
+ Simplified Electrical controls— easier to install, fewer parts to service. 

« Can pump industrial solvents and many chemicals. 

Design features like these, together with Nationwide Service Facilities that 
include replacement stocks strategically located in all parts of the country, spell 
big dividends to users. These features have also made Red Jacket 144 HP pumps 
the most widely used in service stations for 3 consecutive years. Red Jacket 
Pumps are the result of over 10 years experience engineering and manufacturing 
4 and 6-inch submersible petroleum and water pumps and are made by the orig- 
inators of the 4 and 4% HP extractable petroleum pumps. Learn how Red Jacket 
Pump features can pay big dividends to you—find out about them today. 

(= a ' 
NSE RED JACKET MANUFACTURING COMPANY 


PETROLEUM EQUIPMENT DIVISION ~- Box 270, Davenport, lowa 


sselihal 
pumping 
equipment 


eveesees BY - + + + «+ + © © » Contact your nearest RED JACKET REPRESENTATIVE for complete information » « * * 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. « R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Texas 
Henry D. Fairlie, 15 W. 44th St., New York 36, New York « R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Missouri 
Joe R. Mooney, 2704 St. Claude Ave., New Orleans 17, La. E. P. “Ted” Muller, 1306 E. 17th Ave., Denver 18, Colorado 
R. E. Sanderson, 221 11th St., San Francisco 3, California « A. R. Sedgebeer, 2711 So. Hill St., Los Angeles, California 
A. Lb. Sobey, 624 So. Michigan Ave., Chicago 5, Illinois « Gardner Udell, 3820 N. College Ave., | di lis 5, Indi 

Lee Vaughan, 3111 N. 34th Place, Phoenix, Arizona « C. E. “Red” Weaver, 4223 Cincinnati-Brookville Rd., “Hamilton, Ohio 
John F. Young, 235-37 Spahr St., Pittsburgh 32, Pennsylvania « E. “Al” Zahl, 1516 So. 5th St., Miancepalla, Minnesota 
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with 
BUILDING 


High-efficiency, multi-pump highway stations —or modern 
double-canopied, one-stop service stations — both types are 





going up as fast as possible throughout Fina’s mid-continent and 
southwestern marketing area. Fina’s Construction and Maintenance 





department works overtime to help jobbers expand and to make Fina 
products better-known and more convenient to buy. 


ADVERTISING 


For 1960 Fina is co-sponsoring “Pony Express,” television’s newest, most 
exciting western ...every week for 52 weeks! Add to this a heavy 
spot schedule on radio or TV .. . full page color ads in the SATURDAY 
EVENING POST... big ads in the newspapers... and you’ve got the 
reason why Fina dealers expect profits to go ‘way, ‘way up! 














PROMOTING 

Since many Fina jobbers and dealers requested it, plans are set for 
an important traffic-building promotion...the Lucky Stars Sweep- 
stakes! With this important difference! Each participating dealer will 


run his own Sweepstakes ... have his own complete set of prizes! His 
own display kit! Fina merely organizes and advertises the promotion 
... its the individual dealer who benefits directly! 








If you feel your situation is static, get on the move again with Fina! Write: 
Marketing Department, American Petrofina, P.O. Box 2159, Dallas 21, Texas. 


AMERICAN 
PETROFINA 
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Coming soon from Autolite after a year of intensive development 


“BIG-SCREEN” 


Here’s the latest word in engine ignition scopes, 
and it’s coming soon from Autolite! After analyzing 
all types and all models of scopes available, 
Autolite has come up with a complete, professional, 
big-screen scope at a low, low price. Designed and 
engineered to check spark plugs, wires, available 
and required voltage. And it’s also designed to 
check complete ignition performance. 


The Autolite complete ignition scope eliminates 
troubles found in some scopes and gives you the 
tremendous advantage of big-screen viewing plus 
other exclusive features. 


The Autolite “Big-Screen” ignition scope is still 
another “GO” promotion to help you sell more 
Autolite Spark Plugs. It will be available soon. 
Watch for the announcement! 


Watch for the Autolite “Big-Screen” ignition scope 
announcement soon to be released! 


ANOTHER "GO" PROMOTION FROM 


Now! Autolite sponsors the election news with Dave Garroway on NBC-TV TODAY Show—and ‘News on the Hour,” NBC Radio. 
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Critical demands for precision ignition adjustment brought about these features 


Simple as TV to operate * Has pattern check Larger area screen for fast, accurate reading 
guide * Modern, functional design * Extra-sturdy Uses standard “plug-in”’ auto radio vibrator instead 
plastic case * Portable—weighs under 10 pounds of soldered-in transistors; simpler to repair, no 

Attaches to either 6- or 12-volt batteries * Has lost time * Brighter pattern more easily seen by 
both vertical and horizontal controls mechanic and customer ® Low, low price! 


SPA GS 


THE ELECTRIC AUTOLITE COMPANY ¢ TOLEDO 1, OHIO 
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OWNERS AGREE: A ’60 CHEVY IS WORTH MORE BECAUSE IT WORKS MORE! 


CHARLIE OWEN STAKES 

HIS WHOLE OPERATION 

ON CHEVY’S STAMINA AND 
TORSION-SPRING RIDE ............ 


president of GO Oil Well Service, Fort Worth, puts his faith and $15,000 worth of electronic equipment 
in his Chevy panel and sends it out on rugged oil field duty every day of the week. They used to have 
to pad the sensitive electronic recording panel to cushion out road shock and vibration. But not any 
more. Not with torsion springs soaking up bumps and jolts. Chevy’s new ride is “made to order,” 
according to Charlie Owen. “‘In our oil well locating operation we stay on the go anywhere, any time 

. .and count on less breakage along with lower maintenance costs.”” The GO company goes for Chevy 
100%. Driver John MacPherson says, “The ’60 Chevy’s ride and handling are really slick. You’d 


think this truck had power steering.”’ 


gy They’re speaking right up, these owners of 
’60 Chevrolets, talking about a new truck build 
that’s the best yet at putting out extra dollars’- 
worth of profit-producing work every day. And 
you'll be talking, too, once you turn these Chevy 
advancements loose on your money runs! 

New truck-and-tire-saving ride that leads to 
shorter trip times, too. The biggest advance in 
trucking in years: independently suspended front 
wheels that step right over bumps, virtually 
eliminate most of the severe impacts that can 
wear out trucks and tires before their time. You 
profit by a big savings on maintenance; get a 
bigger daily work output because these trucks 
float you over rough roads with fewer slow- 
downs. And the tough torsion bar springs assist 
further in soaking up shocks before they can do 
any damage. 

New longer lasting cab construction . . . new 
comfort that boosts driver efficiency. You'll find 














that drivers stay fresher, work better in a new 
Chevy cab. There’s more leg room, head room 
and hip room than ever before, new visibility 
that’s greater by more than 26%, new foam- 
padded seat, new see-at-a-glance instrument 
panel. And new cab construction features— 
double-panel roof, box-section door pillars and 
many more—will help keep your Chevy on the 
road years longer. 

Tough truck power that knows the most about 
saving money. Efficient Chevy short-stroke V8’s 
that range from 160 h.p. all the way up to 230 
h.p., offer as much as 335 ft.-lbs. of torque for 
toughest going. Or America’s most widely used 
truck 6’s, engines that do more work per dollar 
with time-proved, truck-built components. Look 
into it for yourself; Chevy’s totally new working 
ability is available at your Chevrolet dealer’s 
right now. . . . Chevrolet Division of General 
Motors, Detroit 2, Michigan. 





1960 CHEVROLET STURDI-BILT TRUCKS AG 
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Designed to boost 
your island 
profits 


NEW WAYNE 400 SERIES 


rors |= SME 


REGULAR 














Speeds dispensing. Wide, easy-to- 
read dial face. Full 13 ft. of usable 
hose—a foot longer than ordinary. 
Nozzle readily accessible from both 
sides of pump. Semi-automatic reset 
to prevent accidental erasure of 
previous sale. Clutch mechanism pre- 
vents computer damage. 











Model 400 


Only 48 in. high. 
For overhead station lighting. 


Saves on maintenance. Large, eas- 
ily removed panels for quick access. 
Stainless steel top, side and scuff 
panels eliminate chipping, repainting. 
All parts designed for simplicity in 
servicing—new M56 computer, for 
example, has 200 fewer parts than 
previous model. 


REGULAR | PREMIUM 


























Model 420 


Distinctive canopy lighting aids brand 
identification. 52 in. high. 








Attracts customer attention. Low 
silhouette, liberal use of sparkling 
chrome for dial bezels and high-polish 
stainless steel for side panels give 
maximum eye appeal. Because of 
their compact design Wayne 400 
Series pumps also take less island 
space, permit more TBA display. 


Available as single outlet, duo or 2-product duo dispenser—for either suction or remote pumping. Write for copy of new bulletin W-116. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation - Salisbury, Md. - WAYNE PUMP CANADA, LTD. - Toronto, Ontario 
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Two good sprays 


/ 


HEY’ RE equally effective insecticides, but the color- 

ful Rheemcote Poster Drum has already sold 
itself to the grower. Price and formulation being the 
same, he’ll pick the drum that looks as if it came 
from a better, more quality-conscious company. 

A Rheemcote Poster Drum can make your product 
look like the better buy, too. It stands out from all 
other containers, creates a strong visual impact on 
the user. And it acts as your salesman day in, day 
out, right at the point of use . . . reinforces your adver- 
tising program .. . serves as a visual reminder of your 
brand at the point where reordering is initiated. 

Compared to printing separate trademark labels, 
decalcomanias, instructions, warnings and stencils — 
and the labor to apply them, the cost of Rheemcote 
is often less. 

For design service to help you create a drum that 
sells, just phone the nearest sales office listed in the 
Yellow Pages, or write the world’s largest manufac- 
turer of steel shipping containers at 1701 West Edgar 
Road, Linden, New Jersey. Rheemcote service from 
plants located across the country ...Chicago, Houston, 
Linden, New Orleans, Richmond, Calif., South Gate, 
Calif. and Tacoma. 


Sell as you ship with 
Rheemcote Poster Drums 


WHICH DRUM 


/ 
/ 
/ 


/ WILL HE CHOOSE? 





-EVER-TITE 
hits Quality AL Tight Fill 


No. 99SGA 


with the 
“ALL-AROUND” SIGHT GAUGEt 


This valuable safety feature shows from 
every angle the exact status of delivery 


Ever-Tite Tight Fill Systems are better in design — SO they 
are better in performance. 

Smooth full flow elbow without recesses or projections as- 
sures minimum turbulence and substantially speeds delivery, 
which results in reduced costs of delivery of product to 
underground storage tanks. 

Water-tight locking caps are easy to remove from permanent 
adapter on fill pipe. For a completely safe connection, the 
99SGA is then placed on the 97 fill pipe adapter and locked 
by pressing down the push rod. 


and remember — 3” 
EVER-TITE is still the leader in 
The 3” EVER-TITE System for Tight Fill still leads all 
others because of ever-increasing demands by more and 
more companies who wish to take advantage of safer and 
faster tight fill deliveries. 
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*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry — proved by 22 years of pre-eminence. 


: 97M Locking Cap with 4" x 4" 97 Adapter 
t 
ee Double Handles Also with other 


Ask your distributor now size threads 


EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19.N. Y. 


NATIONAL PETROLEUM NEWS ° April, 1960 





Ahead of the News 





IN. WASHINGTON 


Divorcement Outlook—The possibility of any Con- 
gressional consideration this year of bills to divorce 
from marketing seems remoter 
now. Sen. (D., Wash.) has introduced such 
legislation in ‘Senate, but one of his spokesmen says 
pics lho Seo, are unlikely because of the crowded 
coleadess Rip Sees @- ee ee 

similar legislation in the House (NPN—Feb., p81), has 
also conceded there will likely be no hearings this year. 


® 
Mobil Lube Case—A hearing examiner’s ruling that 
cleared Socony Mobil of a charge that it engaged in 
ee ee Bas 
to new-car dealers seems likely to be upheld 
Federal Trade Commission. FTC lawyers are 
the ruling, but the commission doesn’t seem 


Observers consider this extremely unlikely. 
& 


National Fuels Policy—The coal industry, striving to 
compete with oil and gas, is hopeful Congress will 
order a new fuels study before the present 
session ends. Coal leaders have agreed to changes in 
the Congressional resolutions for the study, eliminating 


mittee to determine the need for, and perhaps recom- 
mend, a national policy on fuels. There is some opposi- 
tion to coal’s objectives within the administration. Re- 
cently undersecretary Elmer Bennett clarified the In- 
terior Dept.’s view. Bennett said coal’s idea “may be 
fraught with undesirable or even dangerous aspects.” 
He called for “freedom of economic choice.” 


AROUND THE COUNTRY 


Octane Variations—Gulfs premium gasoline (No- 
Nox) is being upgraded close to 100 octane, field re- 
ports say. At the same time, Gulf has been experi- 
menting with a wider price spread between regular 
and premium, lengthening it to 4¢. The spread between 


Esso Price Experiment —Esso is reducing the dealer 


spread between premium and superpremium gasoline 
1¢ gal. (generally from 3¢ to 2¢). The change was made 
in the Washington-Baltimore area first, then in New 
Jersey (2.7¢ to 1.7¢), New York, and New England. 
The reduction is being considered for other Esso areas. 


April, 1960 + NATIONAL PETROLEUM NEWS 





Humble Invades Ohio 
HUMBLE Oil and Refining Co. is launching a 
major marketing drivé in Ohio beginning this 
month. Site acquisition and construction planning 
for new service stations are getting under way 
immediately. 

A new Ohio marketing division has been 
formed, headquarters in Columbus. There will be 
two sales districts initially, in Cleveland and 
Zanesville. 

First target is eastern’ Ohio, near Humble’s 
Ohio River barge terminals. Products will be 
shipped from the Baton Rouge, La., refinery. 

The Ohio Division is headed by James T. 
Outz, assistant division manager of Esso in New 
York state until last September and lately special 
assistant to Esso’s marketing general manager. 

Morgan J. Davis, Humble president, said, “It 
may be a year before any substantial number of 
newly built stations will be in operation.” 

D. W. Ramsey, Humble marketing chief, said 
at least three brand names are under considera- 
tion. One with an inside track is understood to be 
new. 











Oil Union Grows—Membership in the Oil, Chemical, 
and Atomic Workers union is growing. On its fifth 
anniversary, OCAW reports its membership has in- 
creased 6.5% since March 4, 1955, despite layoffs 
of union members by the thousands. 


Oil’s Political Action—Several influential oil market- 
ers in New York hope to encourage marketers in the 
East to take a more active interest in politics. They 
have formed a nonpartisan political-action group and 
have been working to organize a program. 

” 


Marketing Profits Study—NOJC’s efforts to find out 
whether the marketing segment of integrated oil com- 
panies is being subsidized by other segments seem 
to have reached a dead end. NOJC asked the API last 
November to employ an auditing firm to collect con- 
fidential reports from integrated companies and pub- 
lish average profit-and-loss figures regularly. The API 
is understood to be declining. The official reasons have 
not been disclosed, but the API is known to have put 
much thought into the drafting of its reply. NOJC 
warned it might go to Washington for help in getting 
such figures if the API wouldn’t provide them, but 
this isn’t considered likely now. For one thing, NOJC’s 
new Officers, including president E. K. Bennett, are 
personally against taking intraindustry problems to 
Washington. They feel such action invites government 
interference. 


More Ahead of the News 
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Ahead of the News 








More about Gulf’s Reorganization 

COMMISSION AGENTS at Gulf expect a com- 
mission increase to come out of the reorganiza- 
tion of the marketing They think the 
boost will be brought in to stimulate interest in the 
“new look.” 

Other details of Gulf’s re-alignment are ex- 
pected to follow soon after a director’s meeting 
in Pittsburgh late in March. 

Though formal announcement of changes 
hasn’t been made, it’s known that the former 
eight principal divisions will be replaced by four 
regional headquarters topped by vice presidents. 
The assignments: J. B. Kelley, Philadelphia; 
W. A. Bourne, Chicago; B: B. Pettitt, Houston; 
G. E. Millican, Atlanta, 

Most New York personnel will be transferred 
to other offices, but marine and legal departments 
wil remain. 

A company spokesman says “‘it isn’t likely the 
transfers will cost any jobs.” 











Curtail Committee Rule—aAt least three major oil 
companies that have relied heavily on committees for 
decision-making are getting away from rule-by-com- 
mittee. Word has gone out that managers are expected 
to make decisions on their own, even if some are 
wrong. The feeling is that executives have sometimes 
taken cover behind committees to avoid being held 
solely responsible. In some departments, 

involving a new idea or suggestion was referred to 
committee before a decision was made. 


Agents to Jobbers?—More and more Texas commis- 
sion wholesalers are looking into the possibility of be- 
coming jobbers. One supplier reportedly is lending 
some encouragement to this trend, and is offering to 
study each of its agent’s operations individually to see 
what kind of jobber deal can be offered. 


Jobber Dilemma—Another big Texas jobber admits 
he’s giving serious consideration to supplier offers to 
buy his properties. He reports receiving offers from 
several suppliers, and says continued depressed prices 
are pushing him closer to a decision to sell. 


to use coal rather than oil and other fuels. A number 
of the big coal-carrying railroads in the East recently 
reduced their freight rates on coal . This has 
worked so well that the Norfolk and Western Railway, 
one of the nation’s largest coal carriers, has decided 
to spend $12-million to build 1,000 hopper cars, 
pacity 85 tons Of coal each instead of the 

to 60 tons. 


110 


tpl, Dandi ht eo 

& mapa comand Oe i 77 
1960 now that the Texas producing schedule has been 
cut to nine days. Permissible production in April os 
be 2,814,252 b/d, a cut of 123,029 b/d from | March 
12 figure. However, 12 purchasing ¢ s ha = 
urged the Texas Railroad Commission to cut the flow 
to eight days in April. 

Gasoline stocks are excessive, but where they are | 
is an industry Sucks of 21 
March 4 were 36,200,000 bbl. higher than 
officials estimated to be desirable. However, when : 
1,500,000 bbl. were regarded Poi we ssi — 
prompted commissioner W. J. r. to remark: — 
“I’m perplexed as to where the missing 35-million 
bbl. of gasoline is. ne 
has got it?” 


eg ne | % 
Sun Oil is said to be readying a new grade that will 
be under the regular grade (Sun “200”). : 


New Lake Terminal—River States Oil Co., Evanston, 
Ii., eapects to have meady foc ape ee 
an 8-million-gal. lake storage terminal for gasoline and 

fuel oil at Port Washington, Wis. The terminal will 
supply the company’s operations within. a ee 


Tijuana Terminal ConstangPutpsieel Slaiioana 
planning to build a $1-million marine terminal 
Tijuana, Lower California, to stop product - 
from the U. S. West Coast. 


Another Plug Scope—Autolite becomes the 
spark-plug manufacturer to offer a small oscil 

to dealers. Autolite’s new scope is claimed 
larger and capable of a wider range of testing 
those previously introduced by Champion and A-C. 


Floating Terminal Proposed—Virginia 
pomaers has asked major oil companies 








- Trends to Watch 


independents are thinking about long-term supply. They know it's casy 

about the lean years when supplics are loose, but the lean years come 

the same. Several big private-branders would like to make, say, ten-year sup- 
deals with major refiners—but majors may be hesitant. 

A few independents are discussing a cooperative purchasing plan as one 
answer, Others talk about forming a crude-purchasing company, with processing 
to be handled under contract by major or independent refineries. 

In any event, the smart squirrels don’t wait for winter to start storing up nuts. 


segment is still gain- 


members, its own insurance program, and a “best-foot-forward” approach to 
industry problems. 

In SIGMA, even ex-mavericks show an understanding of industry problems. 
The association officially opposes divorcement, supports depletion and depreci- 
ation allowances, urges majors to operate marketing on a profit-and-loss basis. 
Subordination of traditional lone-wolf thinking, in favor of industry statesman- 
ship, is building a united front for the independent segment. 

Still growing, SIGMA is breaking out of its midwestern bailiwick. It now has 
three members in the Northeast, 14 in the Southeast, two in the Southwest. New 
members are still coming in. 

Look for formation of more regional private-brand groups, too. SIGMA lists 
four as “regional boards” (Indianapolis, Detroit, St. Louis, Fort Worth-Dallas), 
says it stands ready and willing to aid in forming others. 


MEN 


Gasoline consumption trends look sick at the moment. American Petroleum In- 
stitute December figures reflect weakness in traditional strong spots for annual 
growth. Some sample 1959-vs.-1958 changes: California, up 0.4%; New York. 
down 4.3%; Pennsylvania, up 0.8%. 


NPM 


third-grade front. Continental Oil Co. is introducing 
& super-premium gasoline (“Conoco Super Premium”) in four states: Nebraska, 
Kansas, Missouri and Iowa. Octane rating will reportedly be 101.5. 
Conoco tested a third grade at 24 Houston stations two years ago, considers 
its four-state introduction as “an additional test.” No other major markets a 
super-premium in the four test states. Conoco VP George Sullivan says it will 
ee eae women to eaarket eon as 
@ wider area. 





Your Personal Business 





Don’t panic if you get an investigation letter from the Internal Revenue boys. 
You're not under their legal fire yet, and it may even be that you overpaid your 
personal income tax. In any case the “revenooers” are after you because they 
(1) want more facts to fill out your form, (2) want to reach an early agreement 
with you before it’s necessary to take the case to court—expensive and time- 
wasting for everybody. 

Many returns are now inspected by mail, and you won’t have to take time out 
to see an agent unless he wants to audit your records, or unless you disagree with 
his adjustment offer. If you agree with an adjustment, just sign Waiver Form 
870. This ends the matter, unless you want to appeal later. If the agent decides 
you owe money, it may be a good idea to sign the waiver carly in the game. 
Otherwise you'll be charged 6% per year on taxes added after you file your 
original return, A signed waiver stops the interest from accumulating. 

If you disagree with an audit agent, you may request an “informal conference” 
with an inspector at your district revenue office. If you don’t agree with the 
adjustment offered at this level, you will receive a “30-day letter”, the first formal 
statement of intent to adjust your tax. 

At this point, there are four routes open. You may request the first legal demand 
that you pay more tax, and you'll get it—the so-called “90-day letter”. Failing 
to answer the previous letter produces the same result. You may file a protest under 
oath with the District Director and request that your case be transferred to the 
regional Appellate Division. Or you may still sign Form 870 and pay the tax. 

Once you receive a statutory notice of deficiency you must pay up or file an 
appeal in the Tax Court of the United States within 90 days. Even if you pay, 
you can later sue for refund in a United States District Court or Court of Claims. 
These courts also handle your case if the Tax Court overrules you or if the 
Appellate Division fails to act on your claim within six months. If a court rules 
that you overpaid, you'll ordinarily get an added 6% on what’s owed you. 


NPA 


If you’re planning a trip abroad—either for pleasure or business—you may want 
to brush up on your French, Spanish, or Arabic. There are several excellent 
possibilities, all of which may be. tailored to your individual requirements and 
available time. If you have the time for formal classes, which have a rigid and 
sure-fire “speak only the language” rule, Berlitz is still your best bet. Get a few 
fellow marketers together and they'll even set up a special class for you. The 
sit-in course takes one hour, five nights a week for twelve weeks, costs $5-6 an 
hour. 

Don’t sell the learn-by-record courses short, however. You can use these in the 
office or at home, devoting whatever time is available. And you can repeat the 
rough spots. Berlitz has a $75 record set in the works. Linguaphone institute 
offers 34 languages at an average of $57.50, with a strong emphasis on correct 
grammar. A good bet for economy and practicality is the Crown Living 
series. Four LP records and two instruction manuals run only $9.95. The Crown 
records developed out of the World War II GI languages courses, so Bas. offer 
bonuses in speed and flexibility. 


—NPN— 


Suggested Reading: The editors of Fortune did an outstanding job of forecasting 
trends of the next decade in “‘Markets of the Sixties” (Harper, $5). Particularly 
interesting are sections on automotive trends and the decline of public trans- 
portation. . . . Democrats and Republicans alike might read Joseph F. Dinneen’s 
“The Kennedy Family” (Little, Brown, $3.95). The Boston reporter starts with 
tough old longshoreman “P, J.” Kennedy, moves to millionaire Joseph Patrick, 
and then does a thorough report on what makes Jack, Robert and Edward 
tick. . . . With headshrinkers playing a role in several major-company reorganiza- 
tions, there is a strong appeal in Lyle M. Spencer’s article in the October American 
Business. It’s called “What’s the Score Now with Psychological Tests?” 
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OWOSSO, MICH.—Storage for 412 million galions of 
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heating oil; 4 metered loading racks; high-speed pumps, and modern filters. 


New terminals pipe Sunheat into “backyards” 
of many Michigan, Pennsylvania distributors 


SUNHEAT is on the move! In 1959, 
new terminals and refining units were 
built, old ones modernized, many 
distributors added. 


Icedale (20 miles south of Reading), 
on Marcus Hook’s pipeline, and 
Owosso (25 miles west of Flint), fed 
by Sun’s pipeline from Toledo, are 


Visit Sun's booth at the National Oil 
Heat and Air Conditioning Exposition, 
April 4-7, New York Coliseum. 


typical new facilities. For dual dis- 
tributors, Owosso also has 3 huge 
gasoline storage tanks. 

Exclusive distributorships for SUN- 
HEAT, the quality-blended heating 
oil, are still open in these and many 
other areas. Get all the facts on Sun’s 
co-op advertising plan . . . merchan- 
dising aids . . . practical business help. 
Write to Fuel Oil Department, SUN 
Om. COMPANY, 1608 Walnut Street, 
Philadelphia 3, Pa. All inquiries 
will be confidential. 


MAKERS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 
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=> FP-46 FRAME 


pat eon L- & 
— ae 4 —/ 
ARMS PIVOT i a; os 


IMPROVED 
DESIGN 


BETTER ARM 
CONSTRUCTION 


INCREASED 
PICK-UP RANGE 
FLEXIBILITY 


PICK-UP PADS ADJUST TO 
se THREE HEIGHTS —Rotary’s new 
ARMS TELESCOPE 7 so Pick-Up Pads rotate in a full 360° 
i ¥ circle and are adjustable to three 
height settings. This extreme flexibility 
permits correct positioning to lift any 
car at manufacturer’s prescribed pick- 
PICK-UP PADS up points. With unitized frame con- 
struction on many cars and various 
ROTATE 360° other types of frame design, this fea- 
ture is a big time-saver and contributes 

to safe operation. 


+ 
| 
| 
| 
| 
| 
| 
| 


| 
| 
| 
| 

Normal position 4-13/16” above floor 


NEW TYPE ARM CONSTRUCTION 
ae Mid-position 7-9/16” above floor 
Instead of the usual heavy, solid stock, Rotary developed a formed steel 
arm with welded interior reinforcing bar for the FP-46 Lift. This con- 
struction, new in the automotive lift field, provides ample strength with 
a considerable reduction in weight to make the arms much easier to swing. 
Additional ease of movement is assured by a super-smooth milled surface 
on the pivot end. Rounded arm contours are modern in appearance, and 
prevent tire damage if a car is driven over the lift. Positioning handle 
permits adjustment of arms and pads without reaching under car. High position 11-3/4” above floor 





LIFT 


MODERN SERVICE STATIONS 
NEED THIS MODERN LIFT 


The FP-46 has the greatest flexibility in pick-up 
range yet achieved in an auto lift. Arms pivot in an 
arc to provide a reach of 88” and a spread of 87”. 
Telescoping action shortens or lengthens arms as re- 
quired. Pick-Up pads rotate in a full circle and are 
adjustable to three heights. Overall width of lift is 
only 26”. Extra narrow construction provides more 
accessibility to under-car parts, takes less floor space. 

These features, plus the dependable Rotary jack 
construction, make the FP-46 Frame Lift ideal for 
service stations. It will handle cars for lube jobs, oil 
changes, tire work and repairs with speed and safety. 





Lift all makes of cars safely on the FP-46 Frame Lift 





FP-46 FRAME LIFT 


This close-up shows how the FP-46 pick-up ROTARY LIFT COMPANY, Division of Dover Corporation 


pads adjust perfectly to the Chevrolet Cor- 

vair. The recessed contact point is inacces- 

sible to some types of lift supports. First name in oil-hydraulic auto lifts—passenger and freight 
elevators—industrial lifting devices. 


Memphis, Tenn. — Madison, Ind. — Chatham, Ontario 





METERS 
POSITIVE CONTROL OF MATERIALS IN MOTION FEEDERS 
CONTROLS 


LOADING DOCK BLENDING OF ASPHALTS... 
: ee FASTER, SAFER, 
sec we MORE PROFITABLE! 


SUPPLY | 
PUMP | PUMP STORAGE | 


mae Se RECYCLE poet €)- Rose a 
VALVE | 
Se sean 


<p, | #71 _ 


| 
CHECK 4 | UN | DiLUENT | 
VALVE 4 | | } | STORAGE 
bot) 
an 
| r+ r PUMP 
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AIR CONTROL ee, eS 
LINES 


TOTAL BLEND METER } 


FLEXIBLE ~ 


BLENDER 


OPTIONAL 


| pom EL (O/01 TOMLELS continuous, 
TO: id cheleees auto matic in-line 
7 » LOADING RACK blenders streamline asphalt operations! 


COOLING cont 


—— In a single operation, loading dock personnel line up 
the proper asphalt and cutter stock .. . set and 
reproduce any required blend. . . load cutbacks, as a 
stable end product of predetermined viscosity, 
directly into mobile equipment. In addition, the 
Proportioneers system eliminates any fire hazard, 
loss of time and materials, and need for redoping and 
subsequent mixing. Efficient, economical stream 
blending is a more flexible, cleaner operation. 
Requires only a minimum inventory for 
maximum production. 

Modifications include control of additive injection, 
ticket prints for proof of product, and interlocks 
identifying base stocks. 


Industries 


BUILDERS-PROVIDENCE * PROPORTIONEERS + OMEGA 





METERS ¢ FEEDERS * CONTROLS / CONTINUOUS PROCESS ENGINEERING 


For complete details on how to streamline your 
asphalt operation, request Bulletin DM-1. Write 
B-I-F Industries, Inc., 555 Harris Avenue, 
Providence 1, R. I. 
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In the time it takes to fill a gas tank 
Your dealers make an extra $4°° sale 


In less than two minutes your dealer can make a 
fast $4.00 sale. That’s all the time it takes to 
change a Purolator Air Filter! And you couldn’t 
ask for a better volume. Today, 15-million cars 
are equipped with dry-type air filters that are as 


THE STANDARD EQUIPMENT LINE 


easy to change as the blade in your razor. See that 
dealers make filter changing a sales habit . . . it’s 
easy with Purolator’s FC-58 light tester! And be 
sure they stock Purolator. Sold by more oil com- 
panies than any other brand. 


“Purolator’’ Reg. U. S. Pat. Of, 


PUROLATOR 


OIL, AIR AND FUEL FILTERS 


PUROLATOR PRODUCTS INC., RAHWAY, N. J.; TORONTO, ONTARIO, CANADA 
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a 
better- 
paying 


business 


with your names o 


Business is growing rapidly in the 36 states where famous Sinclair Products are marketed. 
Many of these prime markets are now ripe for some smart businessman 
to take over as the Sinclair Distributor, / 


When your name goes on the office door as Distributor of Sinclair Products, the entire Sinclair 
organization will roll into action to give you aid and assistance in bulk plant operation 

and service station development. Also available: a complete sales training program for 

your dealers and a program for your salesmen to help them build extra fuel oil, 

industrial and farm gallonage. 


Why don’t you find out how you can be a part of a better-paying business? 


For the complete picture, write, Manager of 
Distributor Sales, Sinclair Refining Company, 


600 Fifth Avenue, New York 20, New York. AY) [1] ch Os ff 


Sinclair Refining Company 
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-Editorial 


Conflict in Pricing 


Berek A CONFLICT in the market place 
over two contrasting philosophies in pric- 
ing. The outcome could well affect the economic 
well-being of retail operations. 

One philosophy argues that the supplying 
company’s responsibility should end at the 
wholesale level. The other contends that the 
supplying company’s responsibility extends to 
the retail level and should be exercised. 

Defining “responsibility” is a bit tricky, 
though it’s essential in presenting the opposing 
points of view. In both cases, the supplying 
company declares its sense of responsibility and 
claims that it is exercising responsibility to its 
dealers, its distributors, and its stockholders. 

So, it’s not a question of whether the exponent 
of one viewpoint shows a greater sense of re- 
sponsibility than the other, since it would be 
wrong to impugn the sense of responsibility 
shown by any company toward its own marketers 
and stockholders. Rather, it’s the weight of a 
supplier’s influence. 

So long as unsettled conditions prevail in the 
market place, there’s some question whether 
the practice of both philosophies at the same 
time is salutary, or even workabfe. 


For the best part of the past degade, supplier- 
influenced retail pricing haS\begn employed in 
many markets under varying forms, all keyed to 
the principle of the guaranteed margin. There 
are commission or consignment plans, which 
have become widespread in recent years, and 
assorted dealer-aid programs, which assure 
dealers a certain allowance in a price disturb- 
ance. 


This situation has caused many to wonder 
whether marketing isn’t subsidized. 


Recently, Mobil Oil has tried out a plan that 
cuts off supplier responsibility at the whole- 
sale level (NPN—March, p 86). In essence, 
it’s a zone or wide-area plan in which several 
small pricing areas have been consolidated into 
one large area. A single tank-wagon price pre- 
vails in each area. Then it’s up to the individual 
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OW MOLESALE 
RICING ONLY 


dealer to set his own best retail price, without 
benefit of a guaranteed allowance or margin. 
When prices are cut in a locality, threatening 
local Mobil dealers, Mobil may reduce tank 
wagon throughout the wide area to prevent one 
locality from draining gallonage from the rest of 
the area. Mobil has been satisfied enough to 
extend the plan from New England to New York. 


Mobil’s system is being observed with keen 
interest. Because of Mobil’s powerful position in 
the East, this plan is of great significance. 

Basically, the question revolves around the 
results produced by the two philosophies in 
action. If the results are good when both are 
at play in a single market place, that’s fine, be- 
cause, to be good, the results would have to 
produce a healthy market. If, on the other hand, 
the results of one are good and of the other 
bad, or questionable, that does make a difference, 
because the question of responsibility to the wel- 
fare of the industry arises. That should transcend 
responsibility to one’s own company, because 
ultimately every company is going to be affected 
if the industry’s welfare is affected. 

(For a report on new insights into pricing, 
see page 155.) 





ITS NOT THE REAR END. 


ae 


Got news for you, buddy. The car’s OK...and the customer’s right. You bet there’s “funny 
noises’ —and they’re coming from the nylon tires! What do you do now? Just recommend 
tires made with TYREX® cord—the quietest, smoothest riding tires ever—and a sure cure 
for nylon thump! Every auto maker in the country has been specifying tires with TYREX 


TYREX INC., EMPIRE STATE BLDG., NEW YORK 1,N.Y. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of 
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MAC-IT'S NYLON THUMP! 


cord for two years straight (on every make of 59 and’60 car)—so speak up with confidence. 
Quote the facts* about tires made with TYREX cord. It’s the best service you can give at 


a time like this. As a matter of fact, you could even call it an act of kindness! 
*On top of giving a more comfortable ride, tires made with TYREX cord are: longer wearing, 


cooler running (therefore safer at highway speeds), more resistant to impacts —as proven by test! IESALEX 


Tyrex Inc. for tire yarn and cord. TYREX tire yarn and cord is also produced and available in Canada. aE COl 2—D 
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Clyde Norris’ Skelly Service, 16th & N, Lincoln, Nebraska. Mr. Norris is just one of hun 





ten 


a d 


ROCCO 


dreds of Skelly Dealers who earned big extra profits with Skelly promotions last year. 


Clyde W. Norris, Lincoln, Nebr., says: 


“During Skelly’s Guaranteed Starting Promotion last fall, 
| gained an extra $2,100 in ‘Big Ticket’ Sales alone!” 


“| honestly didn’t expect much when 
I first signed up for Skelly’s Guar- 
anteed Starting Promotion. But 
once Skelly’s big advertising cam- 
paign broke here in Lincoln, and 
folks started coming in, I changed 
my mind in a hurry! 


“Gasoline and oil sales shot up im- 
mediately. In fact, because of the 
extra gallonage we pumped during 
the ‘You Start, Or We Pay’ promo- 
tion, we averaged about 16,000 gal- 
lons of gasoline a month for all of 
1959. 


“Best of all, Skelly’s Guaranteed 
Starting Promotion shot my ‘Big 
Ticket’ sales higher than ever be- 
fore! (A ‘Big Ticket’ sale is any sale 
over $30.) 


“My ‘Big Ticket’ sales averaged over 
$40 during the Guaranteed Start 
campaign last year. They amounted 
to a total increase of $2,100 in ‘Big 
Ticket’ sales alone over the year 
before. 


“Altogether | earned an extra 
$5,000 in gross sales during Skelly’s 


‘You Start’ promotion when you 
include my extra gasoline and 
motor oil sales. And I expect to 
earn even more this fall! 


“We haven’t had one call to make 
good on a Guaranteed Starting Cer- 
tificate. And our customers are all 
happy about signing up for “You 
Start, Or We Pay’ because it has 
made their winter driving easier. 


“For 13 years, I’ve been a Skelly 
Dealer. And I think my franchise 
gets more valuable every year. Take 
the Guaranteed Starting Promo- 
tion, for example. Skelly did 90% 
of the work. All I had to do was talk 
it up on the drive—and then get all 
the profit from my extra sales. 


“Skelly’s a friendly company to work 
with, too. So if you’re interested in 
a really profitable franchise with a 
company that really wants to help 
you, I’d see Skelly first. Ask any 
Skelly Dealer.” 


Better yet, if you want more facts 
fast, fill out and mail the coupon 
at right today! 


U SKELLY OIL COMPANY 


Franchise Division 
605 West 47th Street 
Kansas City 41, Missouri 

Please rush me full details on how easily 
| can have a Skelly franchise. | realize all 
inquiries will be held in strict confidence. 














| Present 
| Franchise 





DIVISION OFFICES: Aberdeen * Chicago * Dallas * Denver * Des Moines * Kansas City * Lubbock * Omaha ° St. Louis * St. Paul * Tulsa * Wichita 


122 


NATIONAL PETROLEUM NEWS * April, 1960 





National Petroleum News 


Delhi-Billups Deal 


Seeking controlled gallonage, 


Delhi buys some Billups stock 


DELHI-TAYLOR Oil Corp. is buying into one of 
the biggest private-brand jobber operations in the 
country—Billups Petroleum. 


In about 60 days, Delhi-Taylor will acquire 
“considerable” stock in a Billups subsidiary, Billups 
Eastern Petroleum Co. This subsidiary markets 
through 145 Billups-branded stations in Delaware, 
District of Columbia, Virginia, North and South 
Carolina, Georgia, and Florida. 

A Delhi-Taylor spokesman in Dallas says the 
primary purpose of the transaction is to “consoli- 
date” the company’s position in wholesale and re- 
tail markets. It means Delhi-Taylor will supply 
Billups with products. 

“We had been their supplier in the past,” the 
spokesman said. “This just means we are assuring 
ourselves we will continue to be.” 


This is the second such move by Delhi-Taylor. 
Last August it bought the holdings of Southern Oil 
Co., a smaller private-brand distributor in the 
Southeast. 

“We haven’t any plans to market branded prod- 
ucts or to get into the retail end of the business 
in any form,” Delhi-Taylor says. “We are letting 
Southern Oil continue to operate as it did in the 
past, and we anticipate no changes in either the 
management or method of operations of Billups 
Eastern.” 

Billups Eastern Petroleum is part of a well-known 
chain of private-brand outlets built up by W. L. 
“Buddie” Billups, a Mississippian with a flare for 
carnival-type merchandising. Besides the 145 out- 
lets of Billups Eastern, there are an estimated 400 
other Billups stations. 


About two years ago, Billups created Billups 
Eastern and offered bits of its stock to outsiders. 
Until then the Billups properties had been closely 
held within the Billups family. As far as is know, 
the parent company is still held that way. 

Delhi-Taylor’s move is considered insurance 
against anyone grabbing Billups’ contract, one of 
the biggest private-brand wholesale markets today. 

Delhi-Taylor has been moving toward partial 
controlled-outlet business for several years. The 
company has spent more than $2-million for 
terminals and other facilities, and has increased its 
product sales force to more than 40 since 1956. 

Delhi-Taylor will continue to depend primarily 
on uncontrolled jobbers to buy most of the output 
of its Corpus Christi and Port Isabel refineries, says 
a spokesman. 
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Dispatcher phones code . .. Dealer releases locked ‘gas’ 


‘Gas’ Stock Control 


Pushbuttons govern withdrawal 
from consigned fuel stocks 


A. O. SMITH Corp., Smith-Erie division, has 
developed a system that permits a dispatcher to 
release 500-gal. increments from locked storage 
by telephoning a code number to dealer. 


Key to the system is a master control-panel, 
which can be located anywhere at the station. The 
lower part of the panel, accessible only to the oil 
company, contains a standard business-machine 
card for recording transactions between company 
and dealer. It also contains two counters electrically 
connected to transmitters on the dispensing pumps. 


One counter shows only a cumulative total of 
gallonage pumped from all units dispensing a single 
product. The second counter shows the declining 
balance of gallons paid for but as yet unsold. When 
the last paid-for gallon is sold, the device locks 
and no more can be withdrawn. Windows in the 
panel enable the dealer to read both counters. 


As each 500-gal. increment nears exhaustion, 
the dealer must send in an order with check to 
cover another 500 gal. The dispatcher has a 
business-machine control card for the inventory 
at the station. He places the card in a decoding 
device which is part of the system. 

The decoder immediately translates the order 
into a code number and at the same time records 
the withdrawal on the card. All the dispatcher has 
to do is phone the code number to the dealer. 

The code number the dispatcher phones to the 
dealer works much like the combination to a safe. 
The dealer uses the code number to press a set of 
pushbuttons located on the upper section to his 
control panel. A pilot light comes on to show him 
the panel is cycling, and he can watch his order 
being “rung up” in gallons on the appropriate 
counter in the lower part of the panel. At the 
same time the transaction is recorded on the 
business-machine card in the lower compartment. 
Then he’s all set to go with another 500 gal. 





Canopies in Four Easy Steps... 


1 Using newly developed collapsible form, workmen pour 
concrete for hyperbolic-paraboloid station canopy 


3 Form, mounted on trailer, is towed to next job 


4 Pumps and curbing are installed and canopy is 
ready for business. This is one of ten canopies at 
nine new Carter stations in the Seattle area 


2 When concrete has cured, form is collapsed. Form 
is good for at least 60 pours, its developers believe 


Seavicenrer 


Carter Comes Up with ‘Instant Canopies’ 


CANOPIES are popping up faster than mushrooms 
at Carter stations in the Seattle area. 

Using a collapsible trailer-mounted form, the 
Carter division of Humble Oil and Refining Co. is 
putting up hyperbolic paraboloid island canopies 
quickly, simply, and cheaply. The cost is $3 sq. ft. 
including facia, a good 25% cheaper than steel- 
and-wood construction. 

The form has been used for 10 canopies at nine 
new Carter stations in the Seattle area, and is ex- 
pected to be good for at least 50 more pours. 

“We favored the hyperbolic paraboloid design 
for our new stations because of its distinctive ap- 
pearance,” says Carter’s Seattle division engineer, 
Gordon Potter. (For another Humble station using 
the design, see NPN—March p28). 

But there were initial cost and construction 


problems to be licked. “Watertight construction 
was diffiicult with steel and wood,” says Potter, 
“and forming for concrete was too expensive un- 
less the forms could be reused.” 


Proctor Products of nearby Edmonds, Wash., 
solved the problem with the trailer-mounted form. 
It consists of a steel frame of channels and wide- 
flange beams %4 in. thick, faced with plywood 
covered with % in. sheet metal and weighing a 
total of 7,000 Ibs. It is hydraulically operated and 
can be adjusted vertically. 


Carter’s canopies are 24x24 ft. The shell is 1% 
in. thick at the center and 3 in. thick at the edge. 
The $3-sq.-ft. cost includes the column but not 
the foundation, lighting, or painting. Maintenance 
costs are expected to be less than for steel-and- 
wood construction. 
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Sun-Powered Car 


Panel on auto's roof charges 
batteries, drives 3-hp motor 


A 1912 BAKER automobile is believed to be the 
first car using sunlight for power. 

Adapted to solar energy by International Recti- 
fier Corp., El Segundo, Calif., the antique auto has 
a 26-sq.-ft. panel mounted on its roof, containing 
more than 10,000 silicon solar cells. The panel 
has been named the Solar King. 

The sunlight energizes electrons in the cells, 
which charge the car’s 72-volt battery system. The 
car can’t operate directly off sunlight; it takes 8 to 
10 hours or longer to charge the batteries. Effi- 
ciency of the solar cells is about 10%-14% actual 
and 25% theoretical. 

Dr. Charles A. Escoffery, designer of the car’s 
solar conversion system, predicts that in the not- 
too-distant future a solar-powered automobile will 
go into mass production. Cost of the solar panel, 
he says, would be between $2,000 and $3,000 be- 
yond the cost of the car itself. 

But once an investment is made in the Solar 
King, he says, the car owner will have to spend 
virtually nothing for fuel. The solar cells, unless 
they are damaged, never wear out. 

The Baker car is powered by a 3-hp electric 
motor. Top speed is 20 mph, top range about 50 
miles at lower driving speeds. 


War in Milwaukee 


MILWAUKEP’s first price war in twelve years is 
now moving into its third month with little hope 
of immediate relief. The price battle spurred a 
brief investigation by State Attorney General John 
W. Reynolds. But charges of a price-fixing con- 
spiracy fizzled out when the hearing adjourned 
indefinitely after testimony by three majors. The 
oil-company spokesmen explained that it was 
“routine procedure” to offer dealers reduced tank- 
wagon prices during a price war. 

The war is reported to have been touched off 
when Texaco moved to reduce price margins be- 
tween its stations and those of cut-raters in south- 
western Milwaukee. Texaco cut the price of regu- 
lar from 32.9¢ to 29.9¢. Mobil followed with a 
similar cut. 

The key move was made by Wisco Petroleum, a 
Pure Oil subsidiary, when it advertised a 5¢-gal. 
drop because “we want 100,000 new customers.” 
The new price: 26.9¢ (NPN—March p22). 

The publicity helped spread the war through 
the city. 

And the cut-raters? With gasoline costing 
11.3¢ gal., plus 10¢ tax—a total of 21.3¢—they 
promptly sliced prices to 21.9¢. 
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center in Chicago, ‘Polk City.’ It has 3,000-car lot 


TBA Discounter 


Polk Bros., discounter with all 
stops out, is now entering TBA 


BIG “MASS MERCHANDISER” with defi- 
nite and sometimes spectacular selling ideas 
promises to make a splash in the Midwest TBA 
market. From his seven-store headquarters in Chi- 
cago, Sol Polk, president of Polk Bros., announces 
he has taken over the 40-year-old Commercial Tire 
and Supply Co. and added it to his line of appli- 
ance and furniture discount stores. 

The TBA company, now called Polk’s Com- 
mercial Tire and Supply, is a pilot operation. The 
store is being remodeled in preparation for an all- 
out sales drive, headed by the former chief pur- 
chaser of Polk Bros., Lester Bachman. 

“I’m in complete disagreement with today’s tire 
merchandising. It hinges on who can come up with 
the lowest price,” says Polk. “We'll sell people 
safety. People are interested in transportation, safe 
transportation. 

“And we'll try to get people to travel more by 
car. We’re going to work with the gasoline people. 
They have a serious merchandising problem.” 

Tie-In With Dealers—Hot on the heels of Polk’s 
purchase comes his call for 1,000 independent 
dealers in Chicago to tie-in with the TBA venture 
(NPN—March, p 72). Polk would supply the 
dealers with TBA and refer customers to them; 
the dealers would refer customers to the Polk ap- 
pliance stores. The agreement would be informal 
for a while before being put on legal paper. 

Polk has also indicated that he is on the alert 
for tie-in products, like safety belts, camping 
equipment. As for how far he will expand his 
business (now estimated to take in up to $80- 
million annually) Polk says: “As far as our cus- 
tomers want.” 

How Polk Operates—What will Polk bring to 
TBA merchandising? Probably the same things 
he has brought to Chicago discount houses. For 
instance: 

e An insistence that Polk Bros. will handle 

(Continued on next page) 





General 


(Begins on page 125) 
nothing but name brands, thereby cashing in on 
national advertising and reputation. 

e A massive local advertising budget that now 
covers 1,000 Chicago billboards, 225 radio spots 
weekly, and up to 15 hours of television advertis- 
ing weekly. 

e A “bargaining” approach to selling. Each 
item is tagged with a list price plus a code (which 
only a salesman can read) that indicates the dis- 
count limits. The final price depends on the cus- 
tomer’s. ability to bargain. 

@ Salesmen trained to sell their specialties. 
Polk appliance salesmen, for example, spend up to 
two hours a week learning details of electric wir- 
ing, appliance functioning. 

e A lucrative sale of reconditioned merchandise 
through 30 states, most of them in the South. 

e@ Spectacular merchandising schemes. Polk has 
given away such things as pop, crates of oranges 
and apples, theater tickets, and has hired clowns 
to amuse customers’ children. The 20th anni- 
versary of the store was celebrated by renting Chi- 
cago Stadium and hiring the Ice Capades and the 
Ed Sullivan Show. 

Of concern to many Chicago TBA dealers is the 
fact that Polk Bros, handles wholesale as well as 
retail orders. Many retailers find they can get a 
better price at Polk’s than they can at their sup- 
pliers. 


Says one Chicago oil-TBA man: “Things are “2 


ing to get pretty hectic in the TBA line.” 





Oil Stocks Start Up 


OIL ISSUES have begun a slow climb after a 
stock-market slide that started last summer. Wall 
Streeters, still scarred by the over-all drop in the 
market, caution against accepting the steady rise 
as a full-scale recovery. 

The market drop which saw such listings as 
Jersey Standard drop from 59% to 43, has been 
attributed to two factors: inability to move sur- 
plus inventory quickly enough, and a move on 
the part of mutual finds to dispose of their oil 
holdings. 

Here’s how the top 12 stood as of March 17: 


1959-60 


High Low Company Closing 
87% 71% Texaco 15¥% 
74% 44% Skelly 47% 
67% 40 Sinclair 41% 
65% 50% Sun 52% 
64% 40% Cities Service 42% 
59% 43 Standard (N.J.) 44% 
52% 39% Standard (Ind.) 40% 
52% 36% Socony 37% 
48% 31% Pure 32% 
43 31% Shell 34% 
37% 28 Guif 28 

29% 20 Tidewater 20% 














Trends in Autos 


Researchers see airless tires, 
greaseless chassis coming soon 


AIRLESS TIRES and a greaseless chassis are just 
two of many changes expected to come to the au- 
tomobile industry in the next 10 years, says the 
Southwest Research Institute (SwRI) in San An- 
tonio, Tex. 


Henry J. Korp, technical vice president, believes 
new materials, metals, and structural plastics will 
revolutionize coming automobiles, bringing about 
substantial structural and design changes. 

He and John M. Clark Jr., director of automo- 
tive products and equipment research, foresee a 
trend to smaller, more-efficient, higher-output en- 
gines. Clark says these will replace the “brute-force 
monsters” in use today. 


Korp believes tires will be filled with various 
synthetic rubbers instead of air. Some lubrication 
points will be eliminated by bearings made of cer- 
tain rubber and plastic materials. 


For power plants, Korp says, pancake or other- 
configuration engines of aluminum or light metals 
will continue to be developed. They'll be made 
more economical through development of improved, 
mass-produced die-cast aluminum and other alloys. 

Improved lightweight diesel engines may be used 
in some automobiles, says Korp. The simple gas- 
turbine may come into use, too, but initially in 
buses, trucks, and heavy equipment. 


Korp sees some possibility free piston engines 
may be used, with a turbine wheel, although 
difficult lubrication problems have not been 
solved yet. 


Korp looks for fuel cells, producing current di- 
rectly from a chemical reaction, in a few vehicles. 
The cells would drive high-speed gear motors 
mounted on each wheel. This would eliminate 
transmissions, propeller shafts, heavy gear axles, 
and axle-gear assemblies. 

Such a vehicle would be used primarily by the 
military in its early stages, he says. 

Newly designed coil springs and swing rear axles 
will improve suspension systems, Korp believes. In 
instrumentation, he thinks the next decade will 
bring radar and other electronic devices to scan 
the highway in front of a vehicle and inform the 
driver of obstacles. 

Clark says unitized engine-transaxle assemblies, 
front or rear mounted, will definitely come into 
general use. Combined with four-wheel independ- 
ent suspension, these innovations will do wonders 
for handling, ride, and roadability. 

By and large, the changes will not come over- 
night, but more-or-less gradually as the public gets 
conditioned to them, says Clark. Many are expected 
to come by 1970. 
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without bolts and welding. Three have been erected for Standard of Calif. at Olympia, Chehalis, and Kalma, Wash. 
Roof purlins are steel. Roof deck is rolled, galvanized sheet metal 742 in. wide, made to span 15 ft. without supports 
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DERBY Refining Co. is starting this sum- 
mer to construct a $1.5-million office 
building in Wichita, Kans. 


WASHED CARS are covered like this at 
Arkansas Louisiana Chemical’s ‘Arkla’ 


CONOCO cans form the state of Texas at a service center in El Dorado, 


Ft. Worth-Dallas Turnpike station. The dis- 
play is said to have attracted much comment, 
especially from out-of-state people. Floor- 
space is big enough so traffic isn’t blocked 
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Station equipment includes ‘mailbox’ pumps, canopy 


Esso s Moto-Mat 


Its aim is to serve the driver 
as well as the car he drives 


A SERVICE STATION designed to pamper the 
motorist more than his car has been opened at 
Gramercy, La., by Esso Standard. 


Esso plans to use its “Moto-Mat” station as a 
testing ground for new marketing and promotional 
ideas. No repair or maintenance service is offered. 
Instead, three hostesses, two maids, and two porters 
are employed to assist the motorist and his family. 


Five other unusual services the Esso station of- 
fers are: 

e A baby nursery. 

e Air-conditioned salesroom, restrooms, and 
lounging and eating areas. 

e Patios for outdoor eating. 

e A play area for children, with playground 
equipment. 

@ Coin-operated vending machines, which sup- 
ply soups, toasted sandwiches, canned foods, fruit 
juices, ice cream, soft drinks, and coffee. 

The three hostesses are there to provide hotel 
and motel reservation service, travel information, 
tour reservations, road maps, and other touring 
aids. They also keep an eye on the children and 
help motorists with telephone calls. 


The two maids and two porters will handle the 
maintenance of the driveways, restrooms, and 
other facilities. 


The “Moto-Mat,” located on U. S. Highway 61 
about 30 miles west of New Orleans, is advertised 
by lighted outdoor signs beginning 70 miles away. 
C. C. Shaw, dealer merchandising manager of 
Esso’s Louisiana sales division, says the company 
anticipates the station will attract motorists who do 
not like to delay by stopping at restaurants. 

The station, one of the few under a manager 
plan, is a salaried operation with 18 employes and 
an annual payroll of about $100,000. 

Esso is using several manager-plan and company- 
operated stations such as the “Moto-Mat” to de- 
velop new sales-promotion and merchandising pro- 
grams and techniques. 


a In case you missed it... 


®Discount-house gasoline has been introduced in 
Hawaii (NPN—Feb. p72) at about 3¢ under 
major-brand price. Armour Oil Co. entered the 
market through two stores of Government Em- 
ployes Mutual, a chain with 80,000 members or 
about 13% of Hawaii’s population. Business is de- 
scribed as “terrific.” 


Vickers Petroleum Co. has created a new divi- 
sion, Vickers Refining Co., made up of what was 
formerly the manufacturing, transportation, and 
marketing departments of the parent company. 
President of the new company is J. W. Meehan, 
formerly president of Derby Refining Co., Wichita, 
Kans. 


®Convicted defendants in the Lake County, Ind., 
gasoline pump price-fixing case were denied a new 
trial in U.S. District Court. They’re appealing to 
the U.S. Seventh Appellate Court in Chicago. 


Tidewater Oil Co. has taken over three more 
Phillips’ jobberships in North Carolina: Warren 
and Brantley Oil Co., Spring Hope; Warren and 
Brantley Oil Co., Rocky Mount; Warren Oil Co., 
Louisburg. 


The Wyoming Supreme Court is expected to 
hand down about mid-April a decision on the con- 
stitutionality of the state’s anti-trading stamp law 
(NPN—Feb. p24). 


Cities Service Oil Co. has purchased one of the 
new king-size tank cars (20,256 gal.) for hauling 
gasoline and lube oils from a Norfolk terminal to a 
bulk plant in Roanoke. Cities says rail costs are 
cut 17%, and it plans to buy two more. 


Tidewater Oil Co. is cutting first-quarter runs at 
its Delaware refinery to 100,300 b/d, about 21,000 
b/d under the average input in 1959. 


&Liquefied-Petroleum Gas Assn. is creating a 
special stydy group to help promote the motor- 
fuel segment of the LP-gas business. LPG wants 
more of this market. 


®&L. Sonneborn Sons Inc., New York, refiners of 
Amalie motor oil and lubes, has changed its name 
to Sonneborn Chemical and Refining Corp. 


» Massachusetts lawmakers are considering a bill 
that would levy a 5% tax on trading stamps. 


Tidewater Oil Co. has moved its New England 
district marketing office from downtown Boston 
to Route 9, Brookline. 


Derby Refining Co., Wichita, has acquired the 
properties of Wendell Foote Oil: five service sta- 
tions, four bulk plants, a truck stop, and related 
facilities at Hastings, Chester, Kearney, and Over- 
ton, Neb. Foote is leasing the stations. 
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THE LIGHTER SIDE 






























































“JUST AIR, WATER, AND A PIECE OF WIRE, PLEASE!’’ 


THE BRIGHTER SIDE... 


Your good service is geared to your customers’ needs. 
Your own business needs are given this same dependable 
service when you are supplied by Ashland Oil & Refining 
Company. As the nation’s largest independent supplier 
of petroleum products, Ashland Oil understands and 
respects your independence. Here are just a few of the 
benefits you get from a working agreement with us: 


@ You get to do your job without interference. 
@ You get effective merchandising plans and selling tools. 


@ You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you...write, 
wire or phone us today! 


The independent Supplier for Independents 
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ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. ¥., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street—CLEVELAND, 0., 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street-—NASHVILLE, TENN., 5E. Main Street 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 

















Perfect pick-up for all cars, small trucks! 


AVER SWIVEL ARM 


SINGLE POST FRAME LIFT 


pew 




















ALSO AVAILABLE~-NEW ROLL-ON LIFT 


Another new product of Weaver Engineering! 
New Single-Post ‘““Low Wide Runway” Roll-On 
Lift handles wheel treads from small foreign cars 
to the wide tread Pontiac. It is believed to be the 
only Roll-On Lift equipped with a bolster sec- 
tion which will permit bearing one-half its rated 
capacity load on one end of the superstructure 
with no load on the other end. Write for inform- 
ation today. 


SEE THE DISPLAY OF WEAVER GOLD FINISHED JACKS AT YOUR JOBBER’S 


The new Weaver Swivel Arm Single Post Frame Lift 
gives service stations complete flexibility in car handling 
at relatively low cost. It is engineered to raise any Amer- 
ican or foreign car or any pick-up truck, regardless of 
frame construction, at the chassis pick-up points recom- 
mended by the manufacturer. 


Long-reach reinforced lifting arms, rotating from a 
narrow, one peice all-welded center section of extra- 
strength solid steel, swing easily to under-chassis lifting 
points. Movable adapters can be adjusted to four height 
positions. No attachments are needed. 


This new Weaver Swivel Arm Single Post Frame Lift 
offers many new and exclusive design features for safety, 
fast handling and convenience. It requires minimum 
space. Three models available: Air-Oil Operated, Semi- 
Hydraulic . . . Air-Oil Operated, Full Hydraulic... 
or Electric-Oil Operated, Full-Hydraulic. For complete 
information write us for catalog No. 842. 


Versatile Four-Position Height Adapters e Illustrations 
above show the four height positions—5’—7 4"—8%”" and 
114%” from floor, with lift down. These advanced design 
movable adapters eliminate need for extra attachments. 
Adjustment is simple. 


WEAVER MANUFACTURING COMPANY, SPRINGFIELD, ILL., U.S.A. 


Division of Dura Corporation 


ETE LINE — AND NO ONE BUILDS IT BETTER THAN WEAVER 


SERVICE SHOP EQUIPMENT 


eee eeeeeeee 7 


50 YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 
Complete Weaver line includes: Twin Post* Lifts ¢ Triple Post Lifts* ¢ Frame Type, Roll-On and Free-Wheel Single Post Lifts e Unit 
Lifts ¢ Bumper Jacks ¢ Car Washers @ Wheel Alignment Equipment e Headlight Testers e Brake Testers e Wheel Balancing 
Equipment e Jacks e Wheel Dollies ¢ and Air Compressors. (*Registered Trademarks) 
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NOW he gets 308 EXTRA 
feliveries per year 


A. COVER 


B. CARCASS 


C. TUBE 
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that’s why | go for “Moly” Grease 


Any woman will discover immediately how “Moly” grease makes 
steering easier... silences squeaks... cushions her ride. These are 
benefits women understand. And since women represent such a large 
portion of the market — smart marketing men encourage 

their dealers to use “Moly” grease. 

You can promote the easy-to-understand advantages of “Moly” grease 
... and back them with proof. Using “Moly” grease makes new 
customers for your dealers... brings back old customers again and 
again for gas...oil... TBA. 


CLIMAX MOLYBDENUM COMPANY 


A division of American Metal Climax 
1270 Avenue of the Americas, New York 20, N. Y. 


Professional women drivers go for “Moly” 
grease too. For example, the women who 
drive the Lee County, Florida, school-buses, 
found that hard-to-steer buses turned with a 
feather touch after being lubricated with 
“Moly” grease. 
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Field performance of 
compounded motor oils 
can NOW be predicted 


ESS 








Oronite is proud to have developed the first reliable procedure for predicting low- 
temperature motor oil performance—minimizing the need for extensive field testing. 


For years, Oronite laboratory and field tested hundreds of different oil formula- 
tions—compounding base oils of every grade with an almost endless number of addi- 
tive combinations. Over eight million miles of road testing has been recorded to obtain field 
performance data for hundreds of different compounded oils. Not the usual rigidly con- 
trolled type of road testing, but actual field service testing with taxicab and other 
fleets in every type of weather and driving condition. 


Correlation of this reservoir of statistical facts, from the laboratory and field, con- 
firmed the laboratory testing procedure that enables Oronite to correctly predict field 
performance for newly compounded motor oils. Oronite’s unique “correlation system” 











has already been applied to many new oil formulations and the laboratory forecasts are 
constantly checking out with the field performance. Long, costly field testing can now 
be greatly minimized. 


ARE YOUR MOTOR OILS GIVING 
TOP FIELD PERFORMANCE? 


Oronite can provide you better performance from 
compounded motor oils at NO increase in cur- 
rent treating costs, or equal performance at a 
lower treating cost. Oronite suggested formula- 
tions, using your base oil, will enable you to pro- 
duce or market superior compounded motor oils, 
no matter what performance level you wish to 
accomplish. 

Just tell us the level of performance you de- 
sire — Oronite can satisfy these requirements 


— whether in diesel or gasoline equipment. And 
Oronite can now provide you a better formula- 
tion in a hurry — without the need of extensive 
field testing. 


NEW SALES OPPORTUNITIES 


Your sales people will be able to put new “life” 
and “volume” into your sales picture when you 
have a product advantage over your competitor. 
Oronite can provide you a better sales story by 
helping you offer your customers a better prod- 
uct line. Why not let us prove this to you. 





NEW! 
ORONITE 
500 SERIES 
ADDITIVES 


Specifically designed for today’s automotive engine— 
which operates mostly at low temperatures 


Because engine “life” or “overhaul period” are 
directly related to deposit accumulation, it is 
necessary to recognize the severity of today’s 
driving conditions. With so much in-city, stop- 
and-start driving with consequent low tempera- 
ture engine operation, heavy engine sludge de- 
posits build up which then lead to loss of oil con- 
trol necessitating engine overhaul. A motor oil 
must prevent formation of these deposits as well 
as those formed under high temperature opera- 
tion. 

With new 500 Series Additives, you get the 
best proven high temperature performance of 
previous Oronite diesel and gasoline engine addi- 
tives — PLUS — the necessary low temperature 
performance to add engine life and greatly ex- 
tend period of overhauling. And you get this 
new proven, low-temperature detergency anti- 


wear benefit at no increase in current treating 
costs. 

Composition-wise, 500 Series lubricating oil 
additives are balanced blends of several different 
dispersants and detergents which possess out- 
standing low and high temperature detergency 
properties. They can be formulated to any base 
oil, any particular market or cost requirement— 
and can provide a complete line of superior com- 
pounded motor oils while using a minimum num- 
ber of additives. 

Their broad range of effectiveness has been 
substantiated by some quarter of a million miles 
of road testing in a fleet of taxicabs operating 
under typical city, low-temperature driving con- 
ditions. Moreover, their field results were accu- 
rately predicted by Oronite’s new laboratory 
procedures. 


Where would your present motor oil fall on this plot. Let us show you! 
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Let Oronite compare the performance of your 
present,compounded oils with the performance 
of your base stock compounded with 500 Series 
Additives. With the new laboratory evaluation 
procedures, this can be done accurately and in 
short order. You may be missing new marketing 


and sales opportunities in your area, passing up 
your chance to step ahead of competition. 

Just address your inquiry to any Oronite office. 
Just say, “Show me how I can provide my cus- 
tomers better compounded motor oils — at no 
increase in current treating costs.” 


ORONITE CHEMICAL COMPANY 


A CALIFORNIA CHEMICAL COMPANY SUBSIDIARY 
EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 


SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Los Angeles, San Francisco, Seattle 


Foreign Affiliate: California Chemical International, Inc., San Francisco, Geneva, Panama 





ALL THIS FOR JUST *1623° 


Parts, testing equipment, step-by-step tune-up manual, merchandising 


ES Hove: Tanelip 


EXCLUSIVE 
HOW-TO-DO-IT MANUAL 
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IMPORTANT 
SERVICE INFORMATION 


MECHA 


NIEHOFF 


SALES-BUILDING 
TUNE-UP MERCHANDISERS 


ALL THIS puts you in the ignition business IMMEDIATELY! 


Look to NIEHOFF! NIEHOFF and on/y NIEHOFF has both 
ignition parts and testing equipment required to serv- 
ice the ignition needs of your customers. NIEHOFF’S 
exclusive tune-up packages are basic... . they contain 
all you need for ignition tune-up jobs. 

What’s really big news about this NIEHOFF exclusive 
is the price! The NIEHOFF MINOR (shown above) for 
just $162.30* includes point sets, condensers, rotors 
and distributor caps—all in a compact stock cabinet 
—plus all this equipment: Vacuum Gauge, Dwell 
Meter, Compression Gauge, Distributor Wrench, 
Point Gap Setter, Timing Light and Remote Control 
Switch. You get a FREE GIFT PACK of top-selling point 
sets, too, that more than cover the cost of the cabinet. 

Add to this the industry’s simplest HOW-TO-DO-IT 
manual—ABC OF MOTOR TUNE-UP—which details pro- 


cedures from beginning to end, with easy-to-follow 
illustrations. A battery of big, bright merchandising 
pieces—banners, posters, decals, signs, charts, man- 
uals, catalogs and bulletins—all help you become a 
leader in tune-ups. 

Equip now! NIEHOFF has everything you need to 
cash in on the 8 out of 10 vehicles requiring ignition 
work. Get full details from your NIEHOFF jobber or 
write NIEHOFF today! 


*Price subject to change without notice. 


NIEHOFF 


AUTOMOTIVE PRODUCTS 


Cc. E. NIEHOFF & CO. ®* 4925 W. Lawrence Ave., Chicago 30, Ill. Branch: 1330 Olympic Blvd., Los Angeles 15, Calif. 


Ignition parts for cars, trucks, tractors, industrial equipment, small engines, foreign cars Ignition Testing Equipment * Hydraulic Brake Parts 








How Jobbers Are Getting Builder 


siete ae 





@ At nocostto home build- 
ers, jobbers sponsor a 
television show plug- 
ging oil-heated new 
homes 











For their part, builders 
install oil heat in their 
new homes, plug the 
television program in 
newspaper ads 


Results: Jobbers have 
got an estimated 1,000 
oil-heat installations. 
Some builders have 
even torn out gas lines 
already in place 








i 





1 hare JOBBERS have won a decisive bat- 
4 tle in the war between oil heat and gas 
heat. Armed with a local television show, they have 
sold Milwaukee builders on installing oil furnaces 
in an estimated 1,000 homes—and have even 
talked builders into removing gas-heating units 
that had already been installed. 

Though the victory is a local one, oil marketers 
see no reason the same strategy wouldn’t pay off 
in other areas where fuel-oil sales hinge on sharp 
merchandising. 

The entire Milwaukee campaign centers on a 
half-hour television show called “Showcase of 
Homes.” Broadcast every Sunday afternoon over 
WITI-TV, the program has three sponsors: Oil- 
Heat Institute of Southeastern Wisconsin, Wiscon- 
sin Electric Power Co., and State Sand and Gravel 
Co. 

Sandwiched between commercials by each of the 
sponsors are “guided tours” through nine model 
homes on sale in the Milwaukee area. Clever use 
of slides plus a commentary by “Peg and Warren,” 
a fictitious young couple shopping for a home, 
make the show interesting and help build up a 
strong audience. 


Of the nine homes displayed, at no cost to the 


builder, three are selected by each of the sponsors. 
Thus at least three of the homes—and usually 
more—are oil heated. 


How Builders Like the Idea 


Milwaukee builders are eager to get their houses 
on the TV show. It’s free advertisement that has 
already demonstrated its effectiveness in selling 
homes. 

The big payoff for oil jobbers comes when the 
builder is erecting a large number of homes. One 
Milwaukee builder, Mark Realty, recently switched 
200 new homes from gas to oil heat. A second 
block of 200, previously planned for gas heat, will 
now have oil burners. 

The triple-sponsorship deal materialized last 
summer when Wisconsin Electric Power Co., long 
an ally of oil men, discussed the program with 
Harold Mottram, head of Mottram Advertising 
Agency. 

Mottram, who has handled advertising for the 
Wisconsin Petroleum Assn. and its offshoot, Oil- 
Heat Institute of Southeastern Wisconsin, called a 
meeting of the institute’s directors. 


After a presentation by the originators of the 
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Fuel Oil 


— 


to Install Oil Heat in New Homes 


Bee. Dye kA 
I a ak? 


Posing in front of a 200-home development that switched 
to oil heat are (left to right) jobber Ray Chappie, Peg and 
Warren Walters who narrate the ‘Showcase of Homes’ 
television program, and builder Peter Mark 


program, Builder Advertising Assn., the group 
voted to abandon an outdoor advertising campaign 
in favor of the television series. 


What It Costs Jobbers 


Split three ways, the show costs each sponsor 
$520 a week. To meet the costs, OHI of South- 
eastern Wisconsin has requested $1,000 donations 
from members. Those who ante up get two serv- 
ices that don’t go to the other members: 


@ They receive a coded report of builders who 
have been contacted in the course of preparing the 
show and who have shown an interest in installing 
or switching to oil heat. 


@ They take turns sending a sales representative 
along in the four man team that contacts builders 
in the preparation of the show (one man from 
Builder Advertising, one from each sponsor). 

Builders are not the only ones pleased with the 
results of the program. Jobbers are too. They feel 
it’s a new and successful answer to selling more 
fuel oil. 


April, 1960 » NATIONAL PETROLEUM NEWS 


Oil jobbers sponsoring the television show help promote 
it by putting bumper strips on company trucks and cars 


Says Ray Chappie, Chappie Oil Co.: “How can 
you gauge a newspaper ad? How do you know 
it’s getting results for you? We can tell with this 
approach. It is getting us more oil-heat installa- 
tions. And to top it off, we have television adver- 
tising in the commercials.” 

And Lavern Schaetzel of Schaetzel Oil Co. says: 
“I’m all for the ‘Showcase of Homes.’ It’s been 
the reason many builders switched to oil heat. 
Some of them have even removed gas lines that 
were already in place. It’s working out very well.” 

The first program was launched in September. 
All three sponsors have just signed a contract for 
another 52 weeks. 

Builder Advertising, with headquarters in Kan- 
sas City, produces similar programs in several other 
major cities—New Orleans, Tulsa, Boston, St. 
Louis, and Omaha, for example. The agency is 
interested in working with oil marketers in any 
new areas. 

In Milwaukee, however, the opposition has not 
accepted defeat sitting down. The local gas distri- 
butor has countered with television and radio 
spots that use essentially the same format. a 


OTHER FEATURES FOR FUEL OIL MEN 


Page 
island-hopping jobber taps Maine market . . 
Is heating oil a stepchild? Asks major VP .. 
How to save by doing your own printing . 
Fuel-oil jobber diversifies with lawn care, 


How to get faster pumping at lower cost .. 
What's new in equipment 
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measure up to maximum accessibility 


for full range of undercar service 





he increasing trend to car servicing means that 

Hoists are more important than ever in determin- 
ing profitable operation. Globe Hoists handle, at 
manufacturers’ recommended pick-up points, Ameri- 
can cars large and small; foreign cars; every frame 
SWIVEL design: X-type, straight, bowed and unitized body. 

ooeuae All cars are spotted fast, go up fast and get off fast 
to increase traffic per Hoist and profits per job. 

Neither rugged use or changing design will affect 
the usefulness of Globe Hoists. None has ever become 
obsolete. 

For complete data on Globe ‘“Frame-Kontact™ 
Hoists and the full Globe line, write to Globe Hoist 
Company, East Mermaid Lane at Queen Street, 
Philadelphia 18, Penna. 


SINGLE POST 











ROLL-ON TYPE. 
Two- 

‘“FRAME-KONTACT” Truck 

TWO-POST 


D HEAVY-DUTY TRUCK HOISTS! 
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How You Can Cut Printing Bills” 


Have you ever thought of doing your own printing? Maybe you should. 
Here's a fuel-oil jobber who does his own, and look what he saves 


RIFFIN FUEL Co. saves about $4,000 a year 
doing all its own printing—with equipment 
that cost $3,500, complete with accessories. 

The Seattle, Wash., heating-oil jobbership has 
been doing its own printing for eight years, which 
means it has saved something like $28,000 so far. 

The printed matter Griffin turns out is far from 
run-of-the-mill. Most of it is in two colors, some 
special jobs in four. 

Griffin saves money by buying paper stock in 
case lots and turns a driver’s nonproductive time 
into productive work, running the print shop. 


What Equipment Griffin Bought 


Griffin Fuel’s print-shop equipment consists of 
a Model 1250 Miultilith offset press ($2,800); a 
hand-operated paper cutter ($400); a developing 
box ($70); a dryer ($45); a chrome ink cylinder 
($125); and spare plates, rollers and blankets for 
rollers ($100). 

This equipment turns out more than 500,000 
pieces of printed material a year. The full list, 
which covers about 200 items, includes office 
memos, drivers’ daily report forms; master cards 
and degree-day cards; company letterheads and en- 
velopes; company statements; thank-you cards; 
questionnaires on business-reply cards asking ac- 
counts’ reaction to delivery or burner service; spe- 
cial offers; supply contracts; burner-service con- 
tracts; plus a variety of handbills, brochures, and 
other direct-mail pieces and envelope stuffers pro- 
moting Griffin Fuel’s services. 


Two outside sources are used to prepare copy 
for the press. Griffin’s ad agency handles the art- 
work and copy, and makes the layout fit the size 
Griffin wants. Camera work, especially if more 
than one impression at one time is to be run off, 
is also done on the outside. Neither of these services 
are additional expenses, because Griffin would have 
to pay for them anyway if printing were done by 
commercial printers. 


FRED J. GRIFFIN 
President, Griffin Fuel Co. 


‘We print 200,000 statements at a 
time, and the lowest bid we got 
was $1,550 for a two-color job. 
We did the work ourselves for 
$575, 
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PRINTING PLANT, Operated by a driver, cost Griffin less 
than he saves in a single year on printing 


Fred J. Griffin, president of the company, gets 
some idea of what his print shop saves him by 
asking printers for prices on some jobs and then 
comparing them with what it costs him to do 
the work. 

“We print 200,000 statements at a time,” says 
Griffin, “and the lowest bid we got was $1,550 
for a two-color job. We did the work ourselves 
for $575. 

Supplies for the shop—paper, ink, and other 
materials—cost Griffin about $2,000 a year. “If 
we let printers do all our work, we’d have a 
$5,000-$6,000 annual printing bill,” Griffin says. 

“And we also get work out of a driver when his 
time is slack,” he says. “Even if he has to work 
10-12 hours overtime on the press—his truck de- 
liveries come first—we still come out ahead.” 


Driver Fred White volunteered for press duty 
shortly after Griffin installed the equipment. “We 
tried to use office girls,” Griffin says, “but they didn’t 
work out so well. They are not mechanically 
minded.” 

White had no training in printing. “I just watched 
when they came to service the machine,” he says, 
“and I read and reread the instruction manual 
until I got the hang of it.” a 





TEXACO DEALER J. T. TOOHIL AND HIS FAMILY AT THEIR FINE HOME, WORCESTER, MASS., SAYS: 


67 switched from my father’s grocery business to the service sta- 


tion business 28 years ago—and selected Texaco. It’s the best move 
I ever made. Business has increased steadily—about 15% last year. 
Right now, I’m selling 30,000 gallons a month. Texaco has always 
been very helpful and co-operative.” Sell the best...sell TEXACO 
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Motorists get neighborly service, and 
find it pays off, when they drive into 
Mr. Toohil’s service station. 


6 reasons why 
there’s a solid future 
with Texaco 


1. THE BEST petroleum products, known 
and accepted by car owners nationwide. 
Continuous research and development 
insure that Texaco will always have the 
best products. 

2. THE BEST national advertising pro- 
gram, year after year .. . constantly 
selling Texaco Dealers to car owners 
everywhere. 

3. THE BEST point-of-sale and direct 
mail promotional material to help bring 
in motorists and bring them back. 

4. THE BEST customer credit card... 
in fact, the only petroleum credit card 
honored under one sign nationwide. 

5. THE BEST retailer policy ... Texaco 
helps its Dealers to market nationally- 
advertised and accepted TBA products. 
6. THE BEST opportunity to cash in on 
“touring” business . . . because Texaco 
customers at home like to stop at 
Texaco stations when on the road. This 
means you have more than 40,000 other 
Texaco Dealers in the U.S. and Canada 
helping you. 


TUNE IN TO THE TEXACO HUNTLEY-BRINKLEY 

REPORT— MONDAY THROUGH FRIDAY—NBC-TV 

2 SS A te 
NPN-4 

SALES MANAGER, TEXACO INC., 

135 E. 42ND ST., NEW YORK 17, N.Y. 


| would like complete information about the possi- 
bility of teaming up with Texaco asa: [_] Dealer, 
[-] Consignee, [] Distributor. (Please check) 


NAME 





STREET. 





CITY. 





STATE. 





Fuel Oil 





Don’t take customer complaints 
too lightly or you’ll wind up with 
lost business. Mrs. J. Moore of 
Weston, Ont., didn’t like having 
oil spilled on her lawn, and she 
voiced her opinions in a letter to 
a Toronto newspaper in this man- 
ner: 

“All large companies let the hose 
and drippy nozzle bounce all over the 
grass and flower beds, snapping off 
branches of young trees. I wrote the 
company but my letter wasn’t acknow- 
ledged. Drivers continued as always. 
We cancelled our contract with that 
company and are now dealing with a 
small company that has a policy the 
large companies never thought of. 
After filling the tank, our dealer wraps 
a cloth around the nozzle and takes 
it back to the truck, then sets the 
mechanism’ working to return the 
hose.” 


Now that Oil-Heat Institute of 
New England and New England 
Fuel Dealers Assn. are more close- 
ly affiliated, OHI of New England 
says that it is talking merger with 
Independent Oil Men’s Assn. of 
New England, many of whose 
members are already in OHI of 
New England and the fuel dealers’ 


group. 





Memos for Fuel-Oil Men... 


> Vitaulic couplings and fittings us- 
ing a new “Plainlock” method are 
now available for heating-oil truck 
piping systems. The method elim- 
inates the need for a groove in 
the end of the pipe. 


> Heating-oil dealers in Massachu- 
setts can make it tougher on gas 
utilities that offer free gas to con- 
tractors during construction and 
sale of homes, by reporting such 
violations to Massachusetts public- 
utility commission. Commissioners 
say such a practice is definitely 
illegal. 


>Gorman-Rupp Co.’s fueling-de- 
fueling valve in a single unit makes 
it easy for heating-oil jobbers to 
equip each truck so it can pump 
oil out of an account’s tank in 
case of leaks. The unit comes in 
2- and 3-in. sizes. 





>Heating-oil jobbers who want 
more information on Johns-Man- 
ville Corp.’s Cerafelt material for 
combustion chambers should write 
to the company at 22 East 40th St., 
New York 16, N.Y., and ask for 
Folder IN-256A. 








Power-Winch Payout 


IRi3o0 


LSONNECTICUT 


A WINCH on a Jeep service truck at F. & S. Oil Co., Waterbury, Conn., is 
working out fine. Main function: to haul F. & S. heating-oil trucks out of 
ditches in winter. Costing $300 plus, it gets trucks back on route quicker than 
waiting for a regular tow truck, says F. & S. 
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REPORT 


ON FUELING REQUIREMENTS: 


From Gorman-Rupp this past year has come a group of new pumps which 
have dramatically increased delivery rates for petroleum products. In case 
you have not learned about the more important of these units and the per- 
formances of which they are capable, we list them below. For full details of 
these plus other Gorman-Rupp Centrifuga] Pumps, write today for new 
literature or see your nearby Gorman-Rupp Petroleum Distributor. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street Mansfield, Ohio 
GORMAN-RUPP OF CANADA, LTD., ST. THOMAS, ONTARIO 





STANDARD 
MARKET ~—|_ONE YEAR AGO 


TODAY'S 


fs r this requirement, 
REQUIREMENT 


Gorman-Rupp offers 


ie 


1 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| Model O6D-G. Self-priming 
| 
| 
l 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 





Jet 


Transport 600 GPM 


1000 GPM 


centrifugal. Midship mount. 


‘ 


Model 03H1. 
Self-priming centrifugal. PTO. 


Executive 
Aircraft & | 15-50 GPM 
Feeder Line 


15-300 GPM 


Bulk 


Station 200 GPM 


400-800 GPM dr 


Model O6B-B. Self-priming 
centrifugal for motor drive. 


100 GPM @ 


Model 02F3. 
;  Self-priming centrifugal. PTO. 


Home | 
Delivery 70 GPM 
—Fuel Oil 
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By DONALD MacDONALD 


Detroit trims estimates 

of 1960-model sales .. . 
How compacts are doing 
... AMA sees more travel 


DETROIT can remember no other 
time when the industry has been in 
greater turmoil. The confusion stems 
from many diverse influences. 

For one, there is considerable un- 
certainty regarding total sales for the 
1960 model year. In January many 
top-ranking auto executives voiced 
their conviction that 7-million pas- 
senger cars would be sold, imports 
included. Now most of these optimists 
are privately down-grading their esti- 
mate by 500,000 units. 

Even the lower total means a very 
good year for Detroit, and therefore 
a good year for the oil industry. But 
the promised land indicated by the 
record year of 1955—when 7,942,132 
cars were produced—has become 
what seems to be a plateau visited 
only once. Statisticians can point to 
the real facts of population growth, 
burgeoning two-car families, and the 
trend to suburban living. But despite 
this, the cold facts remain that rec- 
ord national income will not mean 
record sale of cars in 1960. 

Dealer stocks are currently pushing 
an unwieldly 1-million units, a situa- 
tion resulting in a significant softening 
of programmed first-quarter produc- 
tion. Every car manufactured is ulti- 
mately sold, but not necessarily at a 
profit to the dealer. Therefore finance 
companies — who bear the risk of 
“floor planning” dealer inventories — 
can, and did, lower the boom. 


»What’s the impact of the compact 
car? 

Buick, Oldsmobile, Pontiac, and 
Dodge are coming out with compacts 
this fall. With a bow to the famous 
Volkswagen ad, Detroit has begun to 
“think small.” This attitude has far- 
reaching ramifications. 

Both Ford and Chrysler readily ad- 
mit underestimating the market for 
Falcons and Valiants. But both, 
and Chevrolet too, stand ready to 
adjust production to suit consumer 
preference. 

This flexibility is reflected in sched- 
uling. Ford Div. planned and pro- 
duced 370,000 standard-size passen- 


ger cars in the first-quarter, down 
29,000 from the same period of last 
year. Some 123,000 Falcons must be 
added to the total, however. This 
boosted Ford Div. production a whop- 
ping 23%. A glance at their most 
recent financial report shows the 
manufacture of compact cars to be 
highly profitable. 

A recent Ford survey indicates a 
silver lining. Much of the compact- 
car business is a traceable plus. About 


Automotive 


40% of Falcon sales so far were 
made to persons who had bought their 
trade-in on the used-car market. An- 
other 9% went to persons without 
trade-ins, denoting an original pur- 
chase—either as a first or second car. 

Available figures show about 15% 
of Falcon sales are at the expense of 
the standard-size Ford. The remainder 
must come from the year-old used-car 
market, which has softened about 
$100 per unit. 








Hannay Reels Speed Lubrication 


To speed ground servicing of the 
world’s commercial aircraft fleets, air- 
lines and major oil companies rely on 
mobile lube trucks equipped with 
Hannay reels. They know from ex- 
perience that Hannay reels are de- 
signed for long, dependable service 
in delivering every type of fuel and 
lubricant for every type of aircraft. 


Write for the new 


brochure on 


Hannay reels for aircraft fueling and - 


servicing. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO 6, N, Y, 
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How to Pep Up a Sick Stati 


When an experienced dealer's gallonage began to slip steadily,a 
jobber polled the station's neighborhood with questions like these: __ 


1. What station do you do business with? 


. Why do you deal there? 


. How long have you been dealing there? 


. Why did you leave? 


. Name the most important feature of the station you deal with. ae 


2 
3 
4. Whom did you deal with before? 
5 
6 
7 


. Many people deal at our station. Why don’t you? 


The answers impressed the dealer. Now dealer and jobber are working ie 
together to build gallonage. Here’s how the problem was handled 


Pam SERVICE jobber in New England had a 
problem station. Four-month sales reports on 
a three-bay, corner, neighborhood station run by an 
experienced dealer showed steady drops. It was an 
outlet doing heavy repairs and offering emergency 
road service, open 1514 hours daily, with nine 
attendants. 

The jobber figured he knew what was wrong 
with the station, but he asked himself: What’s the 
best way to convince the dealer? He decided the 
customers themselves would do the job best. So he 
made a consumer survey. The dealer was impressed 
with the results of the survey. Now jobber and 
dealer are working to revive the station. 

It’s too early yet to predict full recovery, but 
there are some encouraging signs: 


e The downward trend of gallonage is stopped. 


e@ The dealer is receptive to the jobber’s ideas 
and is trying them out. 


Storm Warnings 


The jobber’s monthly sales-analysis sheet showed 
the station supervisor that the outlet was headed 
for trouble. Compared with the same months a 
year earlier, 1959 gallonage dropped 7,900 in 
August (20% ), 4,800 in September (14% ), 8,000 
in October, and 3,000 in November. 


Added up, these losses indicated the station 
would fall below its 1958 sales of 406,000 gal. It 
meant average monthly output would drop for the 
first time in three years. 


The station supervisor and a vice president of 
the jobbership both had ideas on what was wrong 
at the outlet. Both, however, wanted to go into the 
problem deeper. They came up with the idea of a 
consumer survey. 


The survey questions* were designed to (1) get 
general marketing information useful to the jobber 
and (2) give the dealer a clear picture of customer 
reaction to his station’s service. 


The jobber let the dealer in on the plans. 


*The actual survey questions were as follows: Name. Address. 
1. Do you have a car? 2. What gasoline station do you do 
business with? Shell — Cities Service _.. Sunoco — At- 
lantic _. Tydol _.. Any other ——. 3. Why do you patronize 
this station? A. Station operator? B. Brand of gas? C. Do you 
have a credit card? D. Do you get a discount? If so, how much? 
E. Are you satisfied with repairs? F. Do you find the station 
easy to get into and out of? G. Is the station neat and clean? 
4. How long have you been dealing with this station? 5. Whom 
did you deal with previously? Shell —— Cities Service — 
Sunoco — Atlantic _.. Tydol _.. Any other ——. 6. Why did 
you leave him? 7. What do you consider the most important 
feature of the gasoline station you deal with? 8. Many people 
do business with _. Cities Service Station. I am wondering 
why you do not? 
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The job of ringing doorbells in a two-mile radius 
of the station (an area that had plenty of two-car 
families) was turned over to a professional inter- 
viewer and her staff of 12 women. Paying for the 
work by the hour, the jobber decided to call it 
quits after $200 worth of time had been spent. 

The results showed that of 146 persons inter- 
viewed, 65 did business at the station; but 40 were 
dissatisfied; and seven had reservations about the 
station. 

The survey uncovered motorists who no longer 
dealt with the station—and got their reasons why. 
Comments of both groups went like this: 

“Attitude very unfriendly.” 

“Feel I’m not even welcome.” 

“Call me by my first name at another station.” 

“For the birds; gives lousy service; too high on 
repair bi 

“Discourteous.” 

“Very impersonal.” 

“Other stations have friendlier feeling.” 


These opinions were backed up by first-hand 
reports of the woman in charge of the survey. She 
drove into the station, overshooting the island on 
purpose. Comment from the attendant, “How long 
do you think this hose is, lady?” In backing up, 
she again overshot the island. Comment from the 
attendant, “Move up!” 


She asked for the key to the ladies’ room. At- 
tendant’s comment, “It’s hanging up there (pointing 
to a nail), help yourself.” 

She pretended to have trouble with the lock. 
Attendant’s comment, “I’m busy now. You'll have 
to wait.” 


To the Rescue 


“We called in the dealer to look at the answers,” 
says the supervisor. “We left him alone for an 
hour. Then we asked him, ‘You tell us what is 
wrong.” ” 

And he did. He admitted that help could be 
friendlier, more courteous; he said he would fire 
two attendants; he knew his mechanic, an expert, 
was high priced, and he would talk to him; he 
thought it would be best to give up his AAA road 
service, realizing driveway service was poor be- 
cause of the motor-repair load. All in all, he 
thought that he could improve the station’s service. 
He was willing to try, and the jobber was willing 
to help. 


The jobber made these suggestions, among 
others: 


@ Let the jobber help develop commercial ac- 
counts. “There are many one- and two-truck oper- 
ators in the area, and we'll help him get his share 
of this business,” says the supervisor. The dealer 
will get their names, then dealer and supervisor 
will call on these truck operators. 


e@ Let the supervisor attend weekly station- 
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employe meetings. He is attending. 


e Let the jobber help interview applicants for 
station jobs. The dealer agreed. Applicants are 
interviewed and rated along the lines suggested in 
Ethyl Corp.’s “Who’s Wearing Your Face?” 

e@ Work on a monthly sales quota for gasoline 
and motor oil. The dealer agreed. “We want him 
and his attendants to be gallonage-conscious all 
the time,” adds the supervisor. 


@ Use station pennants and other point-of-sales 
material the year-round. 


@ Set up a prospect file on TBA. Every time a 
driver asks for prices on TBA, the dealer or attend- 
ants are to fill out a card (name, address, and other 
information), and the dealer follows up within 30 
days. 

e@ Set up an incentive plan for employes to 
keep them sales minded. They will get 5¢ on a 
quart of motor oil, 35¢ on a lube job and oil 
change, 10¢ on each oil filter. This incentive will 
be paid by the dealer. The jobber has set up a 
Koolmotor Klub to pay a $5 monthly bonus to any 
attendant selling 75 lube jobs and oil changes, 
with a $20 bonus for meeting this quota six months 
straight. 


What Else the Survey Showed 


General marketing data picked up from the 
survey changed the supervisor’s thinking on two 
big points: credit cards and driver loyalty. 


Credit Cards—“We found,” says the supervisor, 
“that 26 of those interviewed had credit cards, that 
most of them were for competing brands, and on 
top of that most of them were for one particular 
brand.” Now the jobber and dealer are working on 
a two-stage campaign to get more Cities Service 
credit cards issued: 


@ Stage one. From a Chamber of Commerce 
list, the jobber gets the names and addresses of 
new residents near the station. He gets credit cards 
for them and turns the cards over to the dealer. 
The dealer sends the credit cards with a letter 
welcoming new residents to the neighborhood and 
offering his services for their cars. 

@ Stage two. From a city directory, the names 
of other area residents are being checked to see 
which ones to send credit cards to. The same 
jobber-dealer procedure will be followed. 


Driver Loyalty—“Our survey showed that a lot 
of drivers stick to one station for years if they 
get good, friendly service,” says the supervisor. 
Many said they dealt at one station for 7-8 years, 
some up to 20-25 years. 


The jobber has other uses for the survey. “We 
have a station showing 10% annual gains. We plan 
to ask the same questions of his customers to find 
out how he does it. Then we may have something 
to show our other dealers,” he says. at 


~ Note: Identity of the jobber and the station is withheld from 
this article at the jobber’s sp ry to avoid any possible embar- 
rassment it might cause the dealer. 





CONOCO’S HOTTEST BRAND GOING IS A SYMBOL 


This symbol is the face we present to motorists who 
are looking for quality products, fine service, and 
friendly care for their cars. 

When you switch to Conoco and make it your 
brand, you join the outfit that meets these new cus- 
tomers on the driveway every day. New customers 
looking for the better products and better service 
that Conoco. . . Hottest Brand Going! . . . means 
to them. 

Conoco Dealers know that the Hottest Brand 
Going makes a big difference in the business they do, 


148 


But Conoco does more than offer big brand appeal. 
Conoco believes in dealer help. For example, Conoco 
has important information gained from valuable ex- 
perience that can go a long way toward improving 
service station management. 

Our information covers such areas as: record keep- 
ing, promotions, driveway tips, local retail advertis- 
ing, how to get the most from your men and how to 
plan for the future. This help is available to you, too. 
Write the subjects that interest you on a post card 
and mail to the Conoco Division Manager nearest you. ,« 
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Contact the nearest 
Conoco Division 
Manager today 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Bidg. 

6000 Camp Bowie Bivd. 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm PI. 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. 0. Box 2197 
Houston, Texas 


C. 0. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois, 


J. L. McCulley 
1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoin 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 
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Majors Win Billboard Honors 


A SELECT PANEL of 18 art direc- 
tors, advertising agency and business 
executives honored three major oil 
companies at the 28th National 
Competition of Outdoor Advertising 
Art. 

Illustrated below are the three win- 
ners in the gasoline and oil classifica- 
tion. 

Note that two of the boards use a 
humorous approach, centered on the 





Se Re 


First place went to Standard Oil of Ohio. The agency is McCann-M: 


Rim gee bea 
eg 


NB 


outdoor art theme itself. The third 
embodies a way around the chronic 
complaint that “billboards hide the 
countryside.” 

An added kudo for the three boards 
was the admission of the judges that 
“this year’s jury set its standards of 
judgement extremely high.” Over 
1,000 entries were listed, yet fewer 
awards were given than in earlier 
years. 


Atlantic took second prize for this ad prepared by N. W. Ayer and Son. 


Be sure wiht Pure 


SS 
SE 


Third place went to Pure Oil Co. The design is by Leo Burnett Co. 
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Petelco gives you 

a complete line 

of prestige lighting units 
designed to meet today’s 

(and tomorrow’s) sales problems 


A New HIGH in Quality and Service 
at New LOW Prices 
Make any station a 1960 model! 


ETELCO.. 


2640-C ROOSEVELT ROAD + BROADVIEW, ILLINOIS 
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New Ideas in Stations 





STRIKING at night, this all-aluminum station combines aluminum ‘panels of natural metallic and porcelain finishes. 


Pure's New All-Aluminum Station 


Engineers are pleased with aluminum panel construction, but balk at 
endorsing aluminum-company claims that the station is ‘portable’ 


66A.S A PROTOTYPE it was an interesting experi- 
ence,” says chief engineer Forrest Elleman, 
speaking of Pure Oil’s all-aluminum station in the 
Cleveland suburbs. “We've taken a good look at 
aluminum, and now we’re in the process of en- 
gineering out some of the problems we found.” 

Tagged as “a joint venture” by Pure and Alu- 
minum Co. of America, the station consists of an 
extruded aluminum frame sheathed with textured 
aluminum panels. The panels are a sandwich of a 
plastic core insulation and aluminum. 

Exterior walls are of clear anodized aluminum 
and aluminum with blue porcelain-enamel trim. 
The pylon is porcelain on extruded aluminum fac- 
ing members in two shades of blue. 


What Are the Advantages? 


Alcoa is more outspoken than Pure Oil. The 
aluminum company cites speed of erection, econ- 
omy, and ease of maintenance. Cautious engineers 
at Pure point out that the station is an experimental 
model. One point of disagreement is the Alcoa 
claim that the station is “portable”—that it can be 
moved to a new site when the traffic pattern 


“We think there are enough inherent qualities to 
develop another station, in time,” says Elleman. 
“The second one will be a prototype in line of 
design, not in construction as this one was.” 

The opening of the station was successful. The 
three day celebration—complete with free pop, 
lollipops, and plastic plates—brought -a -sale of 
35,046 gal. 


What Happened to Gallonage? 


Gallonage dropped to 630 gal. daily after the 
opening, and is going still lower. Local reports pin 
the drop on the fact that the Pure station does 
not use premiums or stamps in an area conditioned 
to them. Original plans for 24-hour operation have 
been revised. The station now operates from 6 a.m. 
to 1 a.m. with a crew of five (the dealer, two full- 
time attendants, and two parttime attendants). The 
24-hour operation will be tried again this summer. 

On the heels of the Pure station comes the news 
that Shell Oil has commissioned Reynolds Metals 
Co. to erect an all-aluminum station in Suffolk, Va. 


Reynolds makes the same claims for its aluminum 
construction as Alcoa, pointing out that the prefab 


\ changes. Pure is not sold on this. 
There’s a strong possibility of a second station. 


station can be erected in two to four days. And 
again, “portability” is stressed. as 
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Stations 


Service Station Building Permits: Fourth Quarter 


(Valuation in thousands) 


1959 


Geographic division October November 
and State No. Val. No. Val. No. 


eSessk& ese8 cu vas 


Soon 


Commmunt BERESES SERS cuocmcakd 


8 wootSNEs 


noo 


South Sarclinn’” cf 


(Valuation in thousands) 
1959 


Geographic division October November December 
and State No. Val. No. Val. No. Val 


Z 


224 
1 


< 
3k sf 


Seoul ot 
_ 
: 
S883 





~ 
— 
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82 


133 1,770 
103 1,300 


8 
22 at il 
659 $9,291 6595 $9,901 


Loui 
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Building permits are issued for all types of construction—remodeling, additions, 
repairs, etc.—and should not be construed as representing only new stations. No adjust- 
ment has been made for Iapeed permits nor for time ween issuance and the time 
of construction. The report covers areas representing 80% of the nation’s 1950 nonfarm 


popalation, 
ote: Building parle for July-Sept. 1950 a; ed in the Feb. NPN, p154. 
Source: Construction Statistics Office, B Bure Of the Census. P 





JOINTS 


OJLUCO 


1 2%", 


struction, perfect 


available in aluminum, steel, 

stainless steel and special alloys. 
You can depend upon Oillce swing 
Joints for fauitiess service and long life. 


Send for Series 80 Bulletin. 


in all leading cities, U. $. and Cané 


Oit EQUIPMENT MANUFACTURING Co. 


3100 VE MONT AVE (Sestie eS 25a a: 








TRAPS ETE tor GIANT 


APPLICATIONS as a WAY“ZZI-laale 


Hydroscale 
attached to 
hold back 
winch used on 
dynamometer 
application in 
pipeline laying 


@ Indicates direct loads up to 200,000 Ibs. 
@ Engineered and built for long service-life. 
@ Over 110 Models in the complete line. 
@ Capacities 0-500 Ibs. to 0-200,000 Ibs. 
@ Easy-to-Read dials available in 3 sizes. 


Hydroscales are ideal for use as Dynamometers in measuring Drawbar 
Pull, Cable and Powerline construction, Pipeline laying, Bridge Construction 
and wherever contractors need to accurately measure tension or weight. 


Hydroscales are used throughout the world for such applications as:— 
@ Pipe Coating @ Pipeline Laying @ Measuring Suspension Bridge 
Strain @ Equalizing Guy-Wire Tension @ Cable Anchoring Devices 
@ Traction Testing @ Torque Testing @ For Use As a Hanging Scale for 
Weighing, check weighing and Inventory Material Weighing @ Protecting 
Equipment From Overloading. 


HYDROSCALES Guaranteed—They are guoranteed to be free of defects 
in workmanship and materials, and to be accurate to 2 of 1% of the 
maximum dial capacity. 


“The world’s largest producer of crane scales”’ 


HYDROWAY SCALES, INC. 


31322 STEPHENSON HIGHWAY ® ROYAL OAK, MICHIGAN 
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REFLECTIONS ON A CLASSIC — !n every 
field there is one true leader whose products become classic 


— perennially setting a standard of quality by which 


others are judged. In the field of gasoline pumps 


that name is Smith - Z 











Twins are available 
in both L3 and Salesman-48 models 


Smith-Erie twin pumps have the same outside dimensions as the 


single pumps. They occupy a minimum of island space while sup- 


plying more volume by serving two customers at the same time. 


New Smith-Erie 
submersible pumps 


feature these design 


improvements 


ELECTRICAL PLUG-IN eliminates the necessity of disconnecting wires and 
conduit when removing the pump and motor for servicing. Job can be done 
in minutes without the services of plumber or electrician. 


ELECTRICAL JUNCTION BOX is now part of stationary pump head, re- 
placing swivel-type separate junction box. Reduces the overall height of 
the discharge head a full 5” ... permits easy installation closer to pit cover. 


ONLY TWO CAP SCREWS need be loosened to free the removable section 
from the discharge head. Two eye bolts make lifting removable section a 
snap. Again, no special tools or personnel are required for servicing. 


VERTICAL, CENTRIFUGAL PUMP is quiet and smooth running . . . gives 
long, dependable service. 3 hp models serve up to four dispensers; 2 hp 
models serve up to six dispensers; %4 hp models serve up to eight dispensers. 


Smith-Erie was the first to build a motor-driven meter 
pump ... first to build remote pumping systems for service 
stations. In keeping with this tradition of leadership, 
Smith-Erie announces six improved submersible pump 
models satisfying the requirements of the largest and the 
smallest stations. Allincorporate the new features described 
above — all are designed to give continuous service, econ- 
omy of installation, operation and maintenance. 


Smith-Erie offers a broad and completely integrated 
product line. Besides gasoline pumps, Smith-Erie produces 
petroleum meters in a complete range of sizes and pres- 
sures, airport and marine dispensers, hand pumps plus a 
wide range of accessories. Write direct for further facts on 
any of these products. 


Through research SG) .. @ better way 


Smith- Crise Division 


Factory: 1602 Wagner Avenue, Erie, Pennsylvania. Offices: Atlanta 5, Georgia; Chicago 3, I\linois; Houston 2, Texas; Los Angeles 22, California; New York 17, New York; 
Oakland 21, California; Tulsa, Oklahoma. Canada: Toronto 12; Vancouver 1. A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U.S. A 


Litho in U.S.A. 





Special Report 





New Insights Into PRICING 


With prices hitting new lows nationwide, this report analyzes causes, 


tells what can be done, and presents some important new information 


SK A MARKETER how business is and he’ll talk 
about prices. And prices today are bad. 

Look at some of the February averages, lowest 
in 10 years. Retail gasoline: 20.26¢ gal. (ex tax). 
Tank wagon: 15.61¢ Refinery/terminal: 11.13¢. 
Spread from refinery to pump is down to 9.13¢, 
- lowest since just after World War II. Commercial 
discounts of 5¢-7¢ under commercial tank wagon 
are perhaps the lowest ever. Heating oil at the Gulf 
is at a five-year low. 

Not surprisingly, refinery realizations are also at 
a new low. Average price for four principal prod- 
ucts is the lowest since 1953. The spread from 
crude price to finished products—$1.19 bbl. in 
February 1957—hit $0.75 bbl. in January. 

These price levels are affecting return on in- 
vestment throughout marketing. Independents are 
hurting right along with majors. In half a dozen 
areas, investigations are under way. 


What's Behind It? 


It’s axiomatic that continued oversupply has 
been depressing prices since the Suez Crisis abated 
early in 1957. But other factors are making the 
situation worse, adding to instability: 

e Fading price Leadership. Competition today 
is so even that onetime “market leaders” seldom 
try to initiate price changes consistently. The penal- 
ty for a mistake is too great, in terms of profits 
(when a cut isn’t followed) and volume (when an 
increase fails). Nor can area majors afford to hold 
a price umbrella over competition, as Indiana 
Standard did for years in the Midwest. As a result, 
many markets have lost stability in the form of 
shrewd price guidance and/or strong price mainte- 
nance. 

e@ Widespread dealer subsidies. Some majors 
limit them stringently, but hasty extension of volun- 
tary allowances has undermined price structures in 
hundreds of markets. The Fifties saw a procession 
of Noble Experiments designed to eliminate such 
subsidies. These included discounts from a sug- 
gested “fair retail price” (Indiana Standard, At- 
lantic, Phillips, Continental, Esso); commission 
plans (Sun, Union, Gulf, Shell and others); fair 
trade (almost all majors); and “wide-area” tank- 
wagon pricing (Mobil). In most cases effectiveness 


By JOHN T. BETHELL 
Managing Editor 
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was limited by competitors’ continued use of 
subsidies. 

The point of the subsidy is to localize a price 
disturbance so that tank-wagon levels are not af- 
fected, but many marketers today believe subsidies 
start more price wars than they quell. In any case, 
they are expensive: one major spent $7-million on 
subsidies last year. A Southwest major division 
spent $3.5-million, $500,000 in December alone. 

e@ Private-brand imroads. Increasing success of 
private-branders has led branded marketers to 
challenge the “traditional” 2¢ differential. Some 
majors, notably Sun Oil, are exerting price pres- 
sure to narrow the gap to 1¢. This has caused 
price turbulence in some areas. 

e Growth of dual-branding. Using a second 
brand to get a share of the price market, more and 
more major jobbers are contributing to a general 
drop in price levels (NPN—Jan. p101). 

e@ Overbuilding. Most marketers now agree that 
the industry overbuilt stations in the middle and 
late Fifties. “I don’t think the number of stations 
can be cut down quickly, but the sooner the bet- 
ter,” says Humble marketing chief D. W. Ramsey 
(NPN—Feb. p92). Efforts to get new stations 
started with the help of a price cut have caused 
price troubles; so has proximity of stations in areas 
where demand fails to equal capacity. 


e Territorial expansion. To move surplus prod- 
uct, many companies have invaded new markets. 
In some cases these are in areas hitherto dominated 
by a large regional marketer. In these cases the 
invading company may cut prices without fear of 
reprisal, owing to the comparative fewness of its 
outlets and the dominant marketer’s inability to 
strike back in the invader’s home market. This 
is sometimes called the “Fat Belly” approach. 


e@ Underlying Problem—Failure to understand 
the nature of today’s pricing problems has led to 
wrong decisions, misguided planning and unwar- 
ranted accusations. Much misunderstanding cen- 
ters around the oversupply situation itself. 


It isn’t simple to understand the industry’s in- 
ability to work off oversupply over a three-year 
period; or why refinery runs continued to mount 
in the face of surplus throughout 1959; or why 
January 1960 runs were the highest on record 
(8,255,000 b/d) when stocks were already too 
high. In view of all this, blasts at refiners’ irrespon- 
sibility seem to make sense, as do charges that ma- 





(Begins on page 155) 


jors can’t be running marketing on a P&L basis. 
But the problem here is oversimplification. 


What many marketers don’t know, and refiners 
seldom explain, is that cutting refinery runs is usual- 
ly their least desirable economic alternative. Even 
when refiners are caught in a price squeeze, cut- 
backs or shutdowns are usually more costly than 
running at a loss. And there is always the attrac- 
tion of the so-called “last 10%” of capacity out- 
put that can be manufactured almost for nothing. 


If a refinery does cut back or shut down it runs 
into the problem of disposing of crude supply. It 
must either give up its supply connection, which 
could be disastrous if supply tightened, or let crude 
accumulate in storage, which is very costly. 

This leads to the real heart of the oversupply 
problem: production. Refiners are unable to con- 
trol the level of stocks because they are subject 
to extreme pressure to process the crude produced. 
And the flow of this crude is relatively inflexible. 
It does not fluctuate automatically with demand 
because output is regulated by state commissions. 

Although gearing production to market demand 
is the avowed aim of these commissions, their lack 
of efficacy is reflected in the continuance of over- 
supply. Under the present system, it would be un- 
realistic to expect anything else. While the com- 
missions do serve the interests of integrated com- 
panies with market concerns, they also serve 
independent producers with no markets at stake 
and no considerations beyond a quick sale at a 
good price. 


What Can Be Done? 


Several forms of effective action could be taken 
to relieve the present oversupply and provide sta- 
bility in the marketplace. Theoretically, the end 
results could be a better return on investment for 
oil companies and beneficial prices for the con- 
sumer. 


@ Other segments of the industry could press 
to put production more directly in phase with sup- 
ply and demand. Elsewhere, when demand con- 
tracts or surpluses collect, prices sink—discourag- 
ing high levels of output. Not so in production. 
The net result is insulation from the needs of the 
market. 

If prices were free to find their own level from 
station pump to wellhead, production would have 
to become rapidly responsive to demand. Product 
imbalances would not be eliminated, but it is un- 
likely that they would be as extreme or as long- 
lasting as at present. 

Tying crude prices to product prices would be 
unacceptable to most integrated refiners, who would 
stand extensive losses in crude when product prices 
weakened. But such a move would be a shot in 
the arm to independent refiners, who have been 
trapped in a price squeeze for years. And the health 
of the independent, both in refining and marketing, 
is vital to the health of competition in the oil indus- 


try. This is stressed in DeChazeau and Kahn’s 
important new book, Integration and Competition 
in the Petroleum Industry (see page 166). The 
book makes a strong case for removing state regu- 
lation of production, and advocates replacing it with 
mandatory unitization and an open imports policy. 

e@ In the marketplace, marketers can continue 
—and support—effects to find a workable method 
of pricing products competitively. There are two 
primary avenues open: 

1. Develop sound systems of resale price mainte- 
nance, along the lines of suggested pricing, sliding- 
scale margins, commission or salaried operation, 
or fair trade. That strong resale price maintenance 
can keep a market stable and still competitive has 
been shown in Ohio, where Standard of Ohio op- 
erates some 350 stations (see page 166). On the 
other hand, control features of these plans are 
repugnant to many marketers (particularly dealers), 
and their success depends on the degree of support 
they receive. In the case of fair trade, inflexibility 
is a big factor; fair-trading companies have found 
themselves vulnerable to private-brand inroads. 

2. Develop a sounder tank-wagon pricing sys- 
tem. Mobil Oil’s efforts in this direction (NPN— 
Mar. p86) are worth watching. Under the plan, 
10 to 12 pricing districts are consolidated into one 
new one. Dealers get no subsidies; the tank-wagon 
price is the real price. “Wide-area” price moves 
reduce volume distortions. 

The plan now operates in New England and New 
York. Its success, of course, depends on the sup- 
port it gets. 

Mobil’s plan is a purely wholesale system that 
works forward from costs. Resale price mainte- 
nance works backward from the prevailing level 
of competition. As such the two plans are diametri- 
cally opposed in philosophy, and it’s a question 
whether both can ultimately coexist. Finding the 
best system is marketing’s big challenge today. 

e A better system alone will. not guarantee sta- 
bility. Marketers need to recognize some basic facts 
about price competition: 

1. Industry economics are complex, and mar- 
keters can’t see out all the windows. Refinery cut- 
backs may make sense to marketers, but not to 
refiners. Jobbers belabor majors for selling vast 
quantities of product to commercial accounts at 
giveaway prices, but it could be argued that majors 
averted a retail-market debacle by keeping this dis- 
tress gasoline out of retail channels. 

2. Retail prices are sometimes hypersensitive. 
Marketers are much more conscious of most price 
changes than is the ultimate consumer. 


3. Price isn’t the answer to many retail prob- 
lems. It’s no substitute for service or a good facility. 
It won’t save a marginal station from red ink. It’s 
not always the way to combat private branders, 
nor is it the private brander’s real offensive weapon. 

For further insights into these important aspects of 
pricing, see the three exclusive surveys beginning on the 
opposite page. Be 


NATIONAL PETROLEUM NEWS * April, 1960 











PRICING: Three Exclusive Surveys 


On these pages NPN presents more pricing in- 
sights in the form of three new surveys by 
marketing expert Theodore Levitt. The Levitt 
surveys shake some industry concepts of pricing, 
confirm others. Here are the big points: 
Drivers don’t know just what gasoline costs, 
think cut prices are lower than they are. 
Major-brand prices are paradoxical—neither 
uniform nor not uniform. 
The independent’s traditional differential isn’t 
2¢, and price isn’t his trump card. 
THEODORE LEVITT An economist by training (Ph.D., Ohio State University), he is cur- 
rently lecturer on business administration at the Harvard Business School. 


Before taking that position in 1959, he was a management and marketing 
consultant for four years. Levitt frequently speaks before business groups and 


has published widely. 








Is the Motorist Really Aware of 
the Price of Gasoline? 


Although the price is always clearly posted, people seldom know what 
they're paying for gasoline. That's the conclusion of this study of 


price awareness in representative Midwest cities 


BY AND LARGE, motorists don’t know what 
gasoline is costing them: 

@ Only about one out of twelve can tell you 
exactly how much he paid for it the last time he 
bought. 

e@ Nearly half have difficulty giving any price, 
and when questioned further, about a fourth can’t 
even make a decent stab at it. 

@ In general, people who buy private-brand 
products show greater price awareness. But they 
overestimate the amount they’re saving. 

e@ Few drivers have any idea of the price al- 
ternatives available at stations within the neighbor- 
hoods where they normally trade. 

e@ Finally, there seems very little significant dif- 
ference in the degree of price awareness whether 
it is analyzed by the frequency with which people 
buy gasoline, by their brand of station loyalty, 
by their ages, by their economic class, by recency 
of purchase, or by grade of gasoline used. The one 
exception is that women motorists are substantially 
less informed than men and generally less confident 
about their knowledgeability of gasoline prices. 

These conclusions come from 500 professional 
interviews of randomly selected motorists in two 
Midwest cities. Prices were read off the pumps at 
the precise stations at which the respondents said 
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they bought gasoline the last time. These prices, as 
well as the prices of all other stations in the re- 
spective cities, were collected on the day of the in- 
terview. 

Since prices were relatively stable in both cities 
at that time, it seems likely that even if motorists 
had bought gasoline as long as 10 days earlier, 
there would have been no changes during that 
period. 


Confidence of Responses 


People were asked how much they paid for gas- 
oline the last time they bought it. Their responses 
were first classified by the degree of apparent con- 
fidence they showed. Respondents were assumed 
to be most confident if they gave a single, definite 
price, like 31.4¢ or 32¢. If they gave an approxi- 
mate price, like “between 31¢ and 32¢,” or “about 
31¢,” they were viewed as less confident. If they 
said “Don’t know” they were assumed least con- 
fident. Here’s the result: 


a Me eae Independent brand 
‘esponse r: 7 aad ra Lars cays” 
Definite price 21.2% 37.5% 62.0% 
Approx. price 30.3 17.6 24.0 
“Don’t know” 48.5 44.9 14.0 





(Begins on page 157) 

Major-brand buyers had relatively little confi- 
dence that they knew what prices they had paid. 
Independent buyers showed considerable confi- 
dence. Only one out of seven independent cus- 
tomers said “Don’t know,” compared to nearly 
half of the majors. 


Response Accuracy 


The degree of confidence in the responses was no 
guide to their accuracy. This is illustrated in the fol- 
lowing table, which measures the extent of error 
of the price responses: 


Price response Independent brand 
error Major brand buyers buyers 
tof A City B 


(¢ per gal.) City B 
10.6% 5.7% 18.0% 
27.3 31.3 46.0 
4.0 8.4 14.0 
6.6 6.6 8.0 
3.0 3.1 _ 


48.5 44.9 14.0 


Among major-brand buyers, only one out of ten 
in City A and one out of twenty in City B were 
able to say exactly how much they paid. The ac- 
curacy rate in City B was much lower, in spite of 
the fact that the confidence rate was higher. And 
while independent brand buyers generally gave 
more accurate responses, still only 29% of their 
most confident respondents were right. 

After getting responses to the initial price in- 
quiry, interviewers probed to get the most accurate 
possible answer. The results are not dramatically 
different. 


Probed price 
response error 


Independent brand 
buyers 
per gal.) 


Chey A en Shey B 
14.6% 6.2% 


ity 
22.0% 
41.1 39.6 44.0 

3.9 12.8 20.0 

9.6 9.3 8.0 
23.2 24.6 6.0 


In all cases the total average error was reduced, 
although the absolute response accuracy was not 
significantly increased. Major brand “don’t knows” 
were cut in half, but still remained a quarter of the 
total. Independent “don’t knows,” however, were 
practically eliminated. 

The range of response error was enormous, even 
on the probed basis. The probed error was as high 
as 7.9¢ gal. in City A and 6.4¢ gal. in City B. The 
most typical error in each city was, however, under 
i¢ gal. In A it was 0.9¢ and in B 0.4¢ and 0.5¢. 
These were the respective fractions by which major- 
brand regular gasoline sold above round numbers 
in the respective cities. Obviously motorists think 
of prices in terms of round numbers and forget 
the fractions. On the basis of this finding the most 
sensible price for anybody to post seems to be one 
that ends in .9¢. 


Responses by Characteristics 


Certain groups of motorists seem more accurate 
and knowledgeable than others. Considering the 
smallness of the sample, and particularly the small 
number of those with correct responses, the results 


must be viewed with some care. Here they are for 
City B: 


Type of Answer (unprobed) | 
Motorist correct “Don't know 
characteristic answer answer 


Sex 
Male 10.7% 31.7% 


Female 0 61.1 


Age 
Under 25 7.4 33.4 
25 to 44 8.3 35.2 
45 + 7.6 46.6 


Brand or station loyalty 
Regular customer 8.8 39.3 
Not regular customer 2.6 39.5 


Grade of gasoline purchased 
Regular 10.3 34.0 
Premium 5.0 46.0 


Economic class of respondent 
Lower middle 7.4 37.8 
Middle and upper middle 9.7 35.5 
Upper 8.6 46.5 


Frequency of purchases 
Frequently . 21.3 
Regularly ; 42.4 
Infrequently A 59.1 


Time elapsed since last purchase 
1 or less days 10.8 39.8 
2-3 days 6.5 32.5 
4-7 days yA | 40.5 
8 or more days 4.3 56.5 


Method of asking for gasoline 
“Fill ’er up” 9.6 
X dollars worth = BS 
X number of gallons 5.3 


About the only thing that can be said positively 
is that men know more about gasoline prices than 
women, and also think or act as if they know more. 
For the rest of the breakdowns the results are not 
particularly revealing. There does appear to be some 
tendency for people to forget what they paid, as 
the number of days since they last bought gasoline 
increases. Frequency of purchases is not related to 
the accuracy of responses. But it is inversely re- 
lated to the frequency of “Don’t know” responses. 
Regular-grade customers know a bit more than 
premium customers, and regular patrons of par- 
ticular stations or brands know more than people 
with no such loyalties. 

Age and economic class make little difference. 


One clear surprise is that persons who buy gaso- 
line by the gallon do not have a more accurate 


_ knowledge of how much they pay than people who 


buy any other way. 


Knowledge of Other Prices 


Motorists know as little about the prices at other 
stations as at the station where they last bought. 
For example, resident major-brand buyers were 
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asked how the prices they last paid compared with 
prices at major-brand stations in the same neigh- 
borhood. These are the results: 


Response City A City B 
“The same” or “About the same” 73.2% 81.1% 


“Higher” 6.6 1.7 
“Lower” 2.0 0 


“Don’t know” 18.2 17.2 


Interestingly, 90% of the major stations in City 
A charged identical prices, but only about 68% did 
so in City B. Over 95% of the major-brand buyers 
claimed no knowledge of specific price variations 
in their neighborhood of last purchase, and nearly 
all were correct in City A, where price uniformity 
was high; but only one out of five was correct in 
City B, where prices were more variable. In other 
words, it is plain luck, not price shopping, when a 
major-brand buyer knows about the existence of 
major-brand price alternatives in his neighborhood. 

Buyers of private brands don’t do much better. 
In City B, where over 40% could have bought 
at even lower prices than they paid, only 8% re- 
ported that they could have done so, and half of 
those were wrong. Among those who said they knew 
of no lower prices in their respective neighborhoods, 
59% were right (there were none) but 41% were 
wrong (there were lower prices). 


Estimates of Private-Brand Savings 


Nearly half the private-brand buyers responded 
“don’t know” when first asked how much they 
saved per gallon by not buying a major brand. 
On further probing this proportion was only slightly 
reduced. The most common savings estimate was 
“about 2¢,” but the most frequent actual saving 
was 1.5¢. Indeed, excluding the “don’t know” re- 
sponses, nearly 60% of the independent buyers 


Are the Majors’ 
—And If Not, Why Not? 


overestimated the amount of their saving. The fol- 
lowing table shows responses and errors in City B. 


Estimated Savings Error of Esti- 
Savings Initial Probed mated savings 


(¢ per gal.) ' ry 5 10.0% 
2.0% 4.0% 48.0 
32.0 36.0 8.0 
16.0 24.0 2.0 
4.0 4.0 _ 
46.0 32.0 32.0 


Only one out of ten respondents among the 
price-conscious independent buyers knew exactly 
how much he saved by not buying at a major sta- 
tion charging the community’s “going” price. Most 
of the savings estimates were wrong by 0.5¢ to 1.0¢ 
gal., and these were generally overestimates rather 
than underestimates. 





What These Findings Mean 


It’s obvious that motorists know very little about 
the actual prices they pay. This is nearly as true 
for “cut-price” buyers as for major-brand buyers, 
although the former correctly believe they pay 
“less.” But they don’t save as much as they think. 
Also, the less they actually save the greater their 
error of savings estimates. 

The iow awareness of prices is largely due to the 
frequently mistaken assumption that major prices 
are pretty much alike (see survey starting below), 
or to the assumption that such differences as do 
exist are too small to bother about. In either case, 
the assumption is based more on random impres- 
sions than on conscious price-shopping. This means 
that in his selection of a station, the typical motorist 
considers other things more important than price. 

To the extent that price awareness exists, motor- 
ists focus on round numbers, usually forgetting the 
small fractions that are often so microscopically 
displayed on price signs. 


Prices ‘Uniform’ 


Next to charges that retail gasoline prices are too high, the most 
common criticism is they're uniform and probably rigged. When you 
finish this survey, you'll see why ‘uniform’ is the wrong word 


SURPRISINGLY, many industry spokesmen ac- 
quiesce to charges of uniformity in retail gasoline 
prices, either by saying nothing or actually ad- 
mitting as much. When they deny it, they don’t 
always provide convincing facts. And in the process 
they often talk themselves into an apparent con- 
tradiction. 

It works this way. They say prices are not uni- 
form and that gasoline retailing is fiercely com- 
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petitive. Yet every college sophomore correctly 
learns that competition ultimately drives prices 
down to a single uniform denominator. If there’s 
rugged competition, prices ought to be uniform. 
To say they’re not, while proclaiming the rigors 
of competition, looks like trying to have your cake 
and eat it too. 


Something must be wrong here. Either there’s 
vigorous competition and prices are uniform, or 





(Begins on page 159) 
competition is limited and prices are variable. You 
can’t have it both ways. 


But actually you can and you do. That’s the 
finding of a detailed study of retail gasoline prices 
and market conditions in six Midwest cities. In 
each city the study found these rules to be true 
of major-brand retail prices: 


These conclusions are illustrated in the follow- 
ing series of tables distilled from the original study. 
The study itself covers six widely scattered Mid- 
west metropolitan areas with populations ranging 
from 100,000 to over a million. In five of the 
cities the posted retail prices were read off the 
pumps as of a particular day in each city; in the 
sixth they were all read during a particular week. 


In four of the cities detailed censuses were made 
of every retail outlet in each city. The census tally 
sheet covered a wide variety of station character- 
istics, such as appearance, size, neighborhood and 
street location, ownership and operating conditions, 
type of supplier, and annual gallonage. Gallonage 
figures were estimated by representatives of a major 
supplier in the area. They were then checked by 
his competitors—by means of extensive interviews 
of individual station operators—against state tax 
reports, where possible, and against various API 
compilations. 


Except where specifically noted, prices used in 
the following tables are for regular-grade gasoline. 


1. Posted prices are neither uniform nor not uni- 
form. 


Most frequent price (Mode) 


and deviations from it Posted price distribution 
(¢ per gallon) City A City B City 


Below Mode 
2.1 or more — 3% 
1.1-2.0 5% — 
.5-1.0 8.0 
-l- .4 i Me 
Mode 59.4 


Above Mode 
.1- .4 
.5-1.0 = ; 
1.1-2.0 a 
2.1 or more — 


Most frequent price (Mode) 
and deviations from it Posted price distribution 
(¢ per gallon) City D City E Ci: 


Below Mode 
2.1 or more 2% 
1.1-2.0 6 
5-1.0 1.4 
.l- .4 2.4 
Mode 60.5* 


Above Mode 
l- .4 10.3 
.5-1.0 23.3 
1.1-2.0 1.3 
2.1 or more # 


*Includes two prices within .1¢ of each other, both accounting for a 
relatively large proportion of outlets. 
#Less than .1%. 


2. Figuring the retail value of “giveaways”—trad- 
ing stamps, premiums, open discounts, and other 
concessions openly available to all motorists— 
the resulting variety of adjusted retail prices 
becomes greater, and the structure of prices is 
generally lower. 

Mode and deviations 

from it (¢ per gailon) City A 

Below Mode 

2.1 or more 

1.1-2.0 2.6% 
.5-1.0 33.8 
l- .4 16.5 

Mode 


Adjusted price distribution 
City B City C City E 


Above Mode 
.l- .4 i ; af 5.2 
5-1.0 3 i 8 
1.1-2.0 : 4 
2.1 or more 4 


*Includes two prices within .1¢ of each other, both accounting for a 
relatively large proportion of outlets. 


. There’s no pattern of one brand having more, 
less, or the same proportion of stations with 
uniform prices than any other brand; and no 
brand has a consistent pattern of price uni- 
formity in all cities. 


Per cent of stations of each brand 
posting respective modal price of each city 
Brand City A City B City C City D City E ity 
71.0% 3 . 33.3% 
67.9 91.9% 60.9% 79.9 
69.2 93.8 864 51.0 
57.9 94.1 57.1 53.0 
61.1 76.3 61.1 48.7 
31.3 G534  BS8 Sas 
46.6 81.0 62.0 44.0 
15.4 94.4 75.0 72.0 
V2.9 ou8 °°. 727" 32 
28.6 80.0 64.7 - 
100.0 100.0 70.00 59.4 
y 100.0 6: 41.0 
. 100.0 . ° 
* * * * 
. ee ° . 
Total 59.4 90.6 67.5 


*This brand not sold in this city. 
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4. Within the neighborhoods in which they cus- 
tomarily buy gasoline, motorists can find a 
variety of major brand prices—as well as con- 
siderable uniformity. 

City and random No. of Posted 


sample of No. of No. of different price range 
neighborhoods stations brunds prices (¢ per gal.) 


City A, Neighborhood 
A 
D 
G 
J 
M 


City C, Neighborhood 
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City and random No. of Posted 
sample of No. of No. of different price ra 
neighborhoods stations brands prices (¢ per gal.) 


Q 31.4-31.7 

U 31.4-31.5 

Y 31.0-31.5 
AD 31.5 
AH 31.4-31.5 


City E*, Neighborhood 


32.0-35.5 
35.5-35.8 
32.5-35.8 
32.4-36.0 
35.4-37.4 
34.4-36.9 
35.4-35.5 
35.3-35.5 
32.4-35.5 
35.5-35.9 
35.4-35.5 


*Based on premium grade prices, since one brand sold only what was 
claimed as being premium gasoline. 
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5. There’s no tendency for major-brand stations 
to have lower prices when located near “cut- 
price” independent stations. 


Greatest “cut-price” 


Greatest major 
Random brand posted price posted price 


sample of deviation below Number of 

neighbor- noler brand cut-price major brand 
hoods mode (¢ per gallon) stations mode (¢ per gallon) 

Be | 1.8 

5 


mn 


—-— ee ONO Oe = NK VN 


A 
B 
Cc 
D 
E 
F 
G 
H 
I 
J 
K 
L 
M 
N 


6. There’s no clear relationship between a sup- 
plier’s actual or potential control over his sta- 
tions and the price patterns at those stations. 


Posted price distribution, by degree of control 


Most Less Least 
City and price controi* contro/** controi*** 
City B 
Below mode 0.0% 2% 0.0% 
Mode 95.0 93.7 88.4 


Above mode 5.0 6.1 11.6 


City C 
Below mode 36.4% 18.2% 26.6% 
Mode 59.1 75.9 66.7 
Above mode 4.5 5.9 6.7 


City E 
Below mode 0.0% 
Mode 87.5 
Above mode 12.5 


*Consignment- or supplier-operated. 
**Three-party lease. 
***Two-party lease or dealer-controlled. 
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7. The higher the typical dealer margin, the more 
frequently some of it is given away in lower 
posted prices. 


Dealer margin 


Proportion of 
below-mode prices 


. Conclusion: Posted price differences can and 
do persist under keen competitive conditions 
without causing price wars, owing largely to 
the presence of certain key conditions: 

e@ The differences are not boldly advertised. 

Not a single major brand station with below- 
mode prices had a display sign showing its price. 

@ Those with lower prices more often suffer 
some competitive disadvantage, which competition 
permits them to attempt to overcome by price shad- 
ing. 

Primary outlets (conventional service stations) 
did less below-mode pricing than secondary outlets 
(stations operated in connection with other primary 
businesses like grocery stores, parking lots, acces- 
sory stores). 

Type of outlet as ae tae” cme 
Primary 28.7% 1.3% 245% 2.8% 
Secondary 44.4 2.2 46.7 11.0 

Among primary outlets, below-mode prices were 
more common at stations with measurable com- 
petitive disadvantages. 


Character of Below-mode prices in each characteristic 
primary outlet City A City B City C City E 
Appearance 
Modern 26.7% 4% 20.5% 2.7% 
Not modern 35.0 3.1 46.3 5.7 


Traffic 
Heavy 24.4 , 22.8 2.6 
Medium 32.1 : 27.2 5.3 
Light 50.0 : 29.4 0.0 


Neighborhood 
Downtown 0.0 0 0.0 0.0 
Residential 30.1 1.3 23.2 3.9 
Outlying 40.0 0.0 37.9 0.0 


e@ Consumers either don’t know about or don’t 
tend to respond to what they believe are small 
price savings. 

The average volume per station was consistently 
lower at below-mode than at modal stations. 


Average below-mode station sales 
City as per cent of average modal station sales 


65% 

49 

90 
116 





How Do 'Private-Brand Spreads’ 
Affect Competition? 


This survey makes a detailed analysis of the private-brand differential 
and finds there's no such animal. In the process, it provides important 
insights into private-brand economics and marketing strategy 


THE GROWTH OF INDEPENDENTS since 


World War II is only too painfully obvious to the 
majors. 


In the Upper Midwest alone, the independents’ 
market share has risen from about 13% of retail 
service-station sales in 1949 to over 20% today. 
In some Midwest cities, expansion has been more 
than double this rate. Only on the Atlantic Coast 
is the independents’ market share comparatively 
small, and even there it promises to grow—per- 
haps more rapidly than elsewhere—as refining 
capacity and product inshipments expand. 


Why Independents Succeed 

While the growth of independents is clearly 
built on lower prices, and while these prices have 
a terrific leverage on all retail prices in their re- 
spective communities, there’s a lot of mystery 
and misinformation about what makes the inde- 
pendents tick. 


For one thing, major marketers usually talk 
about the independents as if all charged the same 
price and operated alike. Anyone in the field 
knows this isn’t really so, but they still talk that 
way. “We can live with them so long as their 
prices don’t get more than 1¢ below ours,” they 
say, or, “a 114¢ differential is livable.” Or they 
ask, “What’s the going independent price in 
Podunk?” 

Actually there’s no such animal as THE dif- 
ferential between major and independent prices. 
There’s no such animal as the going independent 
price. Each community has a variety of independ- 
ent prices, as it has a variety of major prices. 
Beyond that—and this is the critical point—there 
is much less similarity between the marketing tac- 
tics of independent marketers, and between their 
prices, than there is between major marketers 
and major prices. All this makes it especially hard 
to say what the price differential is between inde- 
pendents and majors. 

Another common point of misinformation arises 
over the reason for differences between independ- 
ent and major prices. It’s often said that the amount 
by which independents undercut majors is directly 
linked to the differential between the major tank- 
wagon prices and the open-market tank-car or 
bulk-cargo price at which independents buy. As 
this study will show, this is a very superficial and 
incomplete explanation of how things actually are. 


Finally, even if most independents charged a 


particular “going” price, the important thing from 
the point of view of market impact is not that 
price, but the price of the most aggressive inde- 
pendents. And these two prices might be different 
in quite unexpected ways. 

This study examines the price policies and 
practices of private-brand marketers in six metro- 
politan areas in the Midwest. Populations range 
from about 100,000 to over a million. The analysis 
is based on a complete census of every retail gas- 
oline outlet in each area, with prices taken from 
the pumps of each station on one particular day 
in five of the cities. In the sixth they were all 
read during a particular week. 

All prices used in this study are for regular 
gasoline. 


Posted Price Patterns 


Table 1 shows the proportion of private-brand 
posted prices at particular price ranges below the 
most common (mode or modal) major-brand price 
in each of the six cities. The bold-faced percen- 
tages indicate prices of independents considered the 
toughest competitors by local major dealers and 
company representatives. 

Here are the significant points suggested by 
this table: 

1. Each community has a great variety of pri- 

vate-brand prices. 

2. Marketers considered the most vigorous and 
threatening are rarely those with the lowest 
prices. 

. The price at which the largest proportion of 
private-brand gasoline is sold is not always 
the price at which the most vigorous inde- 
pendents sell. 


Trading Stamps and Discounts 


As everyone knows, posted price differentials 
between majors and independents are only a part 
of the price differences that distinguish the two. 
Trading stamps, gifts, and other sales gimmicks 
and discounts open to all comers are widely avail- 
able at independent stations. This is illustrated 
in the following tabulation: 

Cher A chy B city © City D city E City F* 
30.5 29.6 41.4 11.7 60.4 19.3 
100.0 83.2 49.1 78.4 51.7 44.3 


Brand group 
Majors 
Independents 


*Partly estimated. 
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If posted prices are adjusted downward for the 
value of stamps, gifts, and so forth, the real price 
differences become even greater. But since a good 
many major stations also make these price con- 
cessions, the adjusted price spread between them 
and the independents is not as great as might be 
inferred from a simple look at independent dis- 
counting. 


Price Uniformity by Brands 


Typically, the independent brands with the 
largest number of local outlets have more of their 
stations posting identical prices than do major 
brands: 

Proportion of stations with identical prices 


for their respective brands 
Brand group City A City B City C City D City E City F 


Majors— 
three largest in each city 
Ist Fie: Feo T24 TSR S98 
2nd 76.9 93.8: 62.0 48.7 71.9 
3rd 69.2 94.1 75.0 72.0 88.0 





Independents— 
three largest in each city 
Ist 100.0 95.0 90.9 95.5 90.0 100.0 
2nd 100.0 96.1 100.0 82.0 45.5 83.3 
3rd 33.3 90.0 83.3 91.7 100.0 100.0 


This reflects the fact that independent stations 
are more often operated by salaried personnel— 
the result of the supplier’s determination to cone 
trol the retail price. Independents are vastly preoc- 
cupied with prices—not only in their level but also 
in their uniformity. But again the reason is far 
from obvious. They are concerned with price not 
necessarily because it is their chief competitive 
weapon, but because letting their retail prices 
fluctuate and “find their own level” would set off 
price wars and serious losses. 

Viewed this way, price is more of a defensive, 
not offensive, weapon. If it were a chief offensive 
weapon, prices would always be as low as possible. 
But as Table 1 shows, the most effective inde- 
pendents have among the highest private-brand 
prices. Obviously they do not consider low prices 
their trump card. 


Effect on Major Prices 


It seems doubtful that the number or ratio of 
independent stations in a city, or their price policies, 
have any predictable effect on local major-brand 
prices. This is suggested by Tables 2 and 3. (See 
next page) 

Table 2 shows, for each city, the proportion of 
stations selling private brands (column b); the 
amount by which the most aggressive independent 
sells below the most common major-brand price 
(column c); the major-brand dealer margin at the 
majors’ modal price (column d); and the proportion 
of major-brand stations posting beneath the modal 
major price (column e). It’s true that City A, with 
the lowest proportion of independent stations, has 
both the highest major-brand dealer margin and the 
largest proportion of major stations posting be- 
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neath the typical major price; while City F, with 
the highest proportion of independents, has the 
lowest margin and one of the lowest proportions 
of below-mode major prices. This would look 
as if independents did influence major prices con- 
siderably. But a closer look suggests something 
quite different. 

For example, the oldest, biggest, and one of the 
two most vigorous independents in City F posts 
the same price as most major stations. Moreover, 
in City E—whose proportion of independent sta- 
tions is midway in the six-city distribution, and 
whose major margin is on the high side—the most 
aggressive independent undersells the typical major 
station by the highest amount in any city (2.6¢ 
gal.), while only 2.8% of the major stations post 
telow the modal major price. In other words, 
aggressive very-low-price independents do not 
necessarily cause a lot of major dealers to defect 
from the “typical” major price. But the reverse 
conclusion isn’t warranted either. Thus in City D, 
where the proportion of independents is second 
highest, the most competitive independent under- 
sells by only 0.1¢ gal., while the major margin is 
among the highest of the six cities and the propor- 
tion of below-typical major prices is only slightly 
more than in City E. (Continued on next page) 


Table 1 


Relation Between Major Brand and Independent Prices 
and Independent Market Shares 
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These erratic relationships suggest that the inde- 
pendents’ effect on either the level or the uni- 
formity of major-brand retail prices (given the 
wholesale price) is not predictable. But the table 
is no bust. Indeed, it tells something else of the 
greatest significance. This is the apparent relation- 
ship between the size of the major-brand margin 
and the extent of below-mode pricing at major sta- 
tions in the respective cities. The higher the major 
margin, the more dealers end up giving part of it 
away in the form of lower prices. 

The lack of relationship between major-brand 
prices and the prevalence of independent stations is 
confirmed in Table 3. In this table, a random 
sample of 14 neighborhoods was selected from 
Cities A and B. For each neighborhood, column b 
shows the greatest major-brand price cut below the 
“typical” (modal) major price in the city. Column 
c shows the number of independent stations in the 
neighborhoods, and column d the greatest inde- 
pendent or “cut-price” deviation below the “typi- 
cal” major price. Thus Neighborhood I has two 
independents, one of which sells at 2.5¢ below the 
major mode; still, all major stations charge the 
mode or more. Similar situations exist in Neighbor- 
hoods D, G, K, and N. And in Neighborhood H 
there are no independents, yet at least one major 
station sells 0.4¢ gal. below the mode. 


Table 2 


Relation Between Independent Marketers and Major 
Brand Prices 
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Table 3 


Relation of Independent Stations and Prices to Major 
Brand Prices in Particular Neighborhoods 
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Brand Posted Price ent 
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Gallonage Consequences 


One cannot predict the relationship between 
various independents’ posted prices and _ their 
sales volumes. There is overwhelming evidence that 
price as such is not the primary cause of differences 
in the relative success of independents. This is 
indicated statistically by Table 4. 


This table shows the amounts by which various 
groups of independent stations undersell the typical 
major-brand prices in four cities. Opposite each 
amount is a figure showing the average annual 
per-station sales of all independent stations in the 
respective cities. 

The table shows that in half the cities the 
highest independent prices are associated with 
the highest sales. In the rest, the lowest prices are 
associated with highest sales. However, in City A, 
stations with half the price-cut of those with the 
deepest cut still have twice the independent sta- 


Table 4 


Relation Between Independent Station Prices and Sales 


(Based on amount by which independents sell be- 

low major brand modal prices—in cents per gallon 

—and per cent that average annual per-station 

sales at these prices are of average annual per- 

station sales of all independents in the respective 

cities.) 

City B Cc c Cc E 

Price” dots. Price ” Gals. Pris” Gals. Price’ Gals. 
1.5¢ 62% 5¢ 204% 1.0¢ 184% 1.0¢ 80% 
1.8 28 1.0 1.35.°° 925 [| 44 
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2.2 144 3.0 —_ — 2.6 147 
2.5 180 4.0 — —_— —_ _ 
4.0 397 5.0 — —_ — _ 


Table 5 


Posted Prices of Selected Independent Brands Paying 
Identical Prices for Gasoline in Their Respective Cities 
(Cents per Gallon) 

Posted Prices Price Ranges 
274... 289: 2A: 29 2.5 
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Table 6 


Major Brand and Independent Costs and Posted Price 
Comparisons 
(Cents per Gallon) 


Excess of Major 
Posted Modal Price Excess of 

Excess of Major Over Lowest Posted Major Posted 
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tions’ average annual volume. And in City C, 
stations cutting by 1.5¢ sell 25% more than the 
average, while those cutting 2.5¢ sell 19% less 
than the average. Finally, in Cities D and F, where 
gallonage data were not collected for each station, 
theréjseems little question that in the former, one 
soup of stations cutting by only 0.1¢ gal. has by 
far the highest average sales; and in the latter, a 
group selling at the same posted price as most of 
the majors has among the highest per-station sales 
in its; community. 

Hence the question for majors to ask themselves 
is not, “By how much per gallon are the independ- 
ents underselling us?” but “By what tactics are 
they outselling us?” 


Marketing and Price Policies 


One point stands out so far: independent mar- 
keters generally charge lower prices than majors, 
but there are more differences in price and mar- 
keting policies among them than among the majors. 

What are these policies? 

First, they generally emphasize high gasoline 
volume and minimum services. 

High-volume sales have a multiple motive: they 
spread the overhead, minimize the out-of-pocket 
costs per unit of sales, and enable taking lower- 
cost transport deliveries of gasoline. But the meth- 
ods of achieving high volume differ considerably. 
Generally speaking, the highest volume goes to the 
highly advertised independent brands whose prices 
are relatively high compared to most independents 
in the community. 

Whether an independent marketer emphasizes 
extensive brand promotion and higher prices on 
the one hand, or little or no brand promotion and 
lower prices on the other, is largely a matter of 
choice. When a marketer has only one or two out- 
lets in a community, the choice is not as open 
as when he has many. However, it is significant 
that each community has independent marketers 
with only one or two outlets that nonetheless 
charge relatively high prices and have high volume. 
Their sales promotion generally takes the form of 
large, attractive stations and rapid service instead 
of extensive advertising. These often turn out to be 
a more effective form of “advertising” than what 
usually passes by that name. 

Still, the independents with many stations often 
started with only one outlet. By building attractive 
stations, giving fast, efficient service, and expanding 
their advertising they achieved prodigious results. 
Other independent brands with many outlets con- 
tinue to charge lower prices, eschew brand promo- 
tion, and also do well. 


A low number of outlets is no barrier to a mar- 
keting strategy that avoids making low price its 
cornerstone. Such a marketer is as free to choose his 
strategy as a large independent. The difference is 
that a large one can better capitalize on the mass 
advertising media, while the small one must edge 
up to this stage, meanwhile emphasizing site and 
neighborhood promotions. If his aim is to achieve 
a reputation for quality and reliability by de- 
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emphasizing price while promoting the brand and 
product, he is as free to embark on that strategy 
as were his large independent competitors when 
they were small. The whole thing is more a matter 
of what strategy he freely adopts than what neces- 
sity compels him to do. The only necessity is the 
limitation of his ingenuity and shrewdness. 

This is illustrated by Table 5. It lists various 
prices being charged by independent marketers who 
pay identical prices for the gasoline they sell in 
their respective cities. In spite of the many differ- 
ences in their operations, it is still significant that 
operators with identical laid-in costs of gasoline 
sell at such widely different prices. There is only 
one explanation. They have freely chosen different 
marketing strategies. 


You can’t just look at the difference between 
the major tank-wagon price and the open-market 
tank-car or bulk-cargo price and predict what kind 
of a differential will exist between major and in- 
dependent prices. You may come close to guessing 
the widest differential, but even that is uncertain. 
This is demonstrated in Table 6. 


Column b shows by how much the major tank- 
wagon price exceeds the laid-in price at independ- 
ent stations capable of taking semitrailer truck 
dumps. Column c shows by how much the modal 
major brand posted price exceeds the posted price 
of a significantly large number of independent 
stations selling at the lower end of the independent 
price distribution in each city. In all but one case 
is the column c figure lower than column b. In 
other words, independents are able to get the same 
retail margin as the majors, with posted prices that 
are higher than costs require them to be. Thus 
independents do not fully capitalize on their cost 
advantage by charging as low a price as they can. 
If costs were the only factor in pricing, the ma- 
jor/independent price differential would be much 
greater than it is. 

As for the more typical independent marketer, 
it’s even harder to predict from his laid-in costs 
what prices he will post. For example, column d 
shows the difference between the major-brand 
modal price and the independent modal price in 
each city. In City A the cost difference between the 
two types of marketers is 4.5¢ gal., but the posted 
price difference is only 1.5¢. This means that in- 
stead of selling at 4.5¢ below the majors and getting 
the same margin, these independents have chosen 
to sell at only 1.5¢ under and take a 3¢ higher 
margin. 

In other cities the choice of margins was some- 
thing different. But in no case did independents 
choose to take as low a margin as the majors and 
sell “at even lower prices. Obviously there was 
something in their selling strategy besides price. 

It’s significant that the independents make their 
price and other marketing policies among a wide 
range of possibilities. The resulting variety of 
independent prices and policies makes it difficult 
and rash to generalize about what kind of animal 
the independent marketer is, how he might behave 
under different conditions, or even what his future 
may be—at least from a standpoint of price. 
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More Insight into Pricing 


Important new books shed light on competition and the way prices are 
made—and unmade-in an integrated industry and a specific market 


INTEGRATION AND COMPETITION’ IN 
THE PETROLEUM INDUSTRY. By Melvin 
G. de Chazeau and Alfred E. Kahn. 598 pp. 
Yale University Press, New Haven. 1959. $7.50. 


oe IS A BLOCKBUSTER of a book, both in 
‘ physical size and in the impact of its findings. 
Produced by two Cornell professors under an 
American Petroleum Institute grant, the book is a 
critical study of competition throughout the oil 
industry. Authors de Chazeau and Kahn find all 
segments but production to be competitively 
healthy. In the course of an amazingly thorough 
analysis, they isolate numerous strong and weak 
points within each segment, and make a detailed 
explanation of the workings of price, supply and 
demand from the wellhead to the retail pump and 
back. 


The authors are concerned over the integrated 
companies’ interest in maintaining high crude 
prices. They explain why these companies take a 
seller’s rather than a buyer’s attitude toward crude 
prices; how prices are supported through prora- 
tioning and imports controls; and how the high 
ievel of crude prices tends to subsidize wasteful 
and inefficient practices by producers, while keep- 
ing consumer prices higher than perhaps neces- 
sary. They suggest, as a corrective measure, that 
state regulation of production be abandoned in 
favor of mandatory unitization and open imports. 
This, they believe, would make crude markets as 
competitive as the rest of the industry. 

In assessing the present and future health of 
other segments, the authors give much weight to 
continuing price competition and “the apparent 
virility of the independent refiner and jobber.” 
They are disturbed, however, by the current trend 
toward integration, forward and backward, by 
independent refiners, since this could result in 
pre-emption of crude and finished products. Such 
cornering of supply could have a restricting effect 
on price competition by drying up open markets 
and forcing the extinction of remaining independ- 
ents. 

While the authors are right in their analysis of 
‘ the possible effect of integration on independents, 
they underestimate the strength of marketing’s 
independent segment. Their statement that “em- 
phasis on branded distribution . . . has imposed 
handicaps on both independent refiners and inde- 
pendent jobbers” is questionable in the light of the 
extremely strong market position enjoyed by private 
branders today. 

As for integration itself, the authors find it 
“certainly . . . not incompatible with workable 


competition.” In their view, “the most serious 
accusations against vertical integration are that 
it compromises where it does not pervert the 
interest of the industry’s most powerful firms in 
low crude prices.” 


Integration and Competition is not easy read- 
ing, but in view of the extreme complexity of its 
subject it moves clearly and swiftly, avoiding the 
pedantic statement and often making its points 
in telling, sardonic thrusts (“It is one of the fables 
of this industry that prorating production to de- 
mand is not price control.” ) Because of its exhaus- 
tive and objective approach, it illuminates innumer- 
able aspects of competition that are normally 
invisible to the average marketer’s naked eye. As 
such, it provides an indispensable education on 
the fine points of today’s oil industry. 


GASOLINE PRICING IN OHIO. By Edmund 
P. Learned with Catherine C. Ellsworth. 258 pp. 
Harvard Business School, Division of Research, 
Soldiers Field, Boston 63. 1959. $9.00. 


assent ON THE YEARS 1950-1955, this study 
follows the effects of price leadership and price 
competition in the Akron and Toledo divisions of 
Standard Oil Co. (Ohio). Documented with a 
wealth of material derived directly from companies 
competing in these markets, the book is a fasci- 
nating, station-by-station, price-by-price look at 
the intricacies of retail pricing. 

Contrary to some industry opinion, the study 
affirms that Sohio has exercised “barometric” rather 
than “dominant” price leadership in Ohio, fourth 
largest gasoline market in the U.S. In the course 
of examining Sohio’s leadership, the study pro- 
vides extremely interesting information on how a 
barometric leader evaluates market forces, how 
pricing in essence must be a function of trial and 
error, and how price-cutting by aggressive dealers 
affects price markets even within a relatively stable 
market. 

The authors, both connected with the Harvard 
Business School, propound an important thesis: 
that when a price leader or large supplier is slug- 
gish in making downward price adjustment, leader- 
ship is transferred to aggressive private-branders. 
This is actually happening in many markets today. 
It is not happening in Ohio, the authors suggest, 
because of Sohio’s accurate barometry in finding 
economically justifiable price levels. 

The book itself is big (folio), handsomely pro- 
duced, and loaded with helpful maps and tables. 


—JOHN T. BETHELL 
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Hanover project includes station-motel, borough hall, sporting-goods store and an off-street parking lot 


How to Get More Out of a Site 


Jobber Dave DeTar believes in diversifying around his service stations. 
Here’s how his first two projects are paying off for him and his community 


W ITH PRICES for station sites skyrocketing, a 

jobber can’t depend on station income alone 
for fast payout. He’s got to get more out of his 
property. 

That’s the philosophy of Dave DeTar, Atlantic 
gasoline and heating-oil jobber in New Oxford, Pa. 
He’s putting it into action by building stations and 
other income-producing properties on one site. 


The nonoil projects may bring business into the 
station, but they don’t have to, says DeTar. He 
does rule out shopping centers: “The only way 
you can drag people into a shopping-center station 
is to offer product at a cut price,” he says. 

He has one more rule: 

“Get your downtown location within a block 
of the town square.” 


DIVERSITY: New Pattern for Oil-Jobber Growth 


No longer a bugaboo, diversified lines are 
opening new routes to growth for many oil 
jobbers today. 

Last month’s issue (NPN—March, p93) re- 
ported on the factors behind the trend to 
diversification, and initiated a series of case 
studies on diversified lines that are paying off 
for jobbers. 

In this issue NPN presents the fourth and 


fifth in its series of seven case studies on 
diversification. These two cases are double- 
edged; they produce profits for jobbers, but 
they also contribute materially to improving 
community life. 

The case-study series will conclude next 
month. In addition, the final report will in- 
clude a broad listing of potential fields for 
diversification. 
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Parking lot has room for 70 cars, charges 10¢ an hour 


What to Put on the Property 


Exhibit A is a DeTar-developed parcel of land 
in downtown Hanover, Pa. (pop. 14,000). The site 
now includes a service station with a motel on the 
second floor; a town hall with a sporting-goods 
store in the basement, and off-street parking fa- 
cilities. These facilities are providing a good return 
for DeTar, but they also contribute materially to 
the community. 

How It Developed—DeTar’s downtown project 
was born when a Hanover church decided to re- 
locate and put its old property on the market. The 
property consisted of a 172x130-ft. parcel front- 
ing on three streets, including a church, church 
hall, and parsonage. 

DeTar was quick to see the possibilities of the 
site, located within a block of the town square. In 
January 1958 his Aero Oil Co. bought the property 
for $125,000. 

DeTar’s first idea was to rip down all the build- 
ings, build a station with professional office space 
on the second floor, and use the rest of the property 
for pay-parking. Local merchants were hurting be- 
cause there was no large off-street parking area in 
the heart of the business district. Business was 
going to a new shopping center outside town. 

Wrecking crews were razing the church build- 
ings when Ruelle W. Wolfe, Aero’s executive vice 
president, came up with a tax angle. By razing the 
buildings, you add the cost of this work to the 
land value, making your investment that much 
greater. But you can’t depreciate land values. On 
the other hand leaving some buildings up and im- 
proving them also adds to the value of your 
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DIVERSITY: 
SEVEN CASE 
STUDIES 


investment—and you can take a depreciation on 
the buildings. If you raze them later, you can 
claim 4 deduction on your total value. 

DeTar decided to leave the church hall standing, 
find tenants for it, and remodel it for their use. 
The other buildings had to come down to make 
way for the station. 

Hanover had no borough hall at the time; of- 
ficals rented office space all over the borough. So 
DeTar went to borough officials with an offer: 
“You can rent the church hall as a borough hall. 
I'll remodel it for your use. But I want a 10-year 
lease.” Hanover officials took the offer, renting two 
50x90-ft. floors. Today they’re paying less than 
they did before for three times the floor space. 

The owner of a sporting goods store rented the 
basement of the town hall, also for 10 years. He 
was ripe for the move: his store was on a side 
street where parking was limited. Now he has four 
times the floor space he had, plus the convenience 
of DeTar’s parking lot for his customers. 


DeTar went ahead with his station-office space 
project. The station opened late in August as a 
company-owned, salary-operated outlet (“I have 
too much at stake there to let a dealer handle it,” 
DeTar says.) He picked the assistant sales pro- 
motion manager of his own Aero Oil Co. as 
manager. 

The pay-parking lot is smaller than planned, 
since the church hall was not razed. But it has 
room for 70 cars, with metered parking costing 
10¢ an hour. Station help check meters for over- 
time parking often enough to spread the word that 
when Aero says 10¢ an hour, it means one hour 
for 10¢. Overtime parkers are asked to put their 
money in a special envelope they find on their 


The Jobber who’s 
, doing it > 


Dave DeTar 
Aero Oii Co. 
New Oxford, Pa. 
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windshield and drop it into a special slot near the 
station. “We work on the honor system,” DeTar 
explains, “and you’d be surprised how well it 
works.” 


DeTar changed his mind several times on the 
type of tenant best suited for the station’s second 
floor. From professional offices, his thinking went 
to a restaurant. “But if the restaurant caught on,” 
he says, “we’d have found it hard to provide more 
room to expand.” 

By December DeTar was remodeling the second 
floor into a motel, offering two suites and two 
singles. It will be run by station personnel (the 
station is open 24 hours a day) with a maid to 
clean up. 

The motel was logical because Hanover has no 
hotel. Manufacturing plants in town include Han- 
over Shoes and a paper company, and they put 
up their visitors in York, 35 miles away. With 
motel plans still on paper, DeTar says suites have 
been rented full time. If he needs more rooms, he 
can add 10 units by extending the second floor 
over part of the parking lot. He has his eye on 
adjacent property, too, but it’s not for sale yet. 

DeTar’s new service station is doing well on the 
new site. “I would have been happy,” DeTar says, 
“if the station pumped 15,000 or 20,000 a 
month.” Actually, it averaged 30,000 gal. a month 
in the September-December period, with slight 
increases each month. It also does about 300 wash 


jobs and 100 lube jobs a month. “And this is in 
the worst possible season,” DeTar adds. 

DeTar figures he has between $275,000 and 
$300,000 invested in the Hanover project. About 
$80,000 is bank financing, the rest company money. 
“To get my money back in 10 years, I have to 
clear $30,000 a year from that development,” 
DeTar says. VP Wolfe says all signs point to a 
first-year payout close to that figure. 

DeTar’s Exhibit B is a project on the Lincoln 
Highway in Yorkshire, east of York, Pa. It shows 
how a site too big for one station can be developed 
on a scale less broad than that of the Hanover 
project. 

The plot is a corner parcel with 300-ft frontage 
and 410-ft. depth. Here’s what DeTar has done: 

e Put up a modern station to replace a 30- 
year-old wooden station that “grew up from a 
lunchroom operation with two pumps.” Investment 
in the station is around $31,000. This includes the 
cost of razing the old station and stringing emer- 
gency water and electric lines to keep business , 
going on while the new station was going up. 

e Built a 52x110-ft. two-story building on 
part of the remaining area. The ground floor is 
leased to a supermarket for a 10-year period. The 
second floor has eight furnished apartments, four 
single units and four two-room units. All are rent- 
ed. There are many plants in the area that call in 
personnel for one or two years of research work. 
These people are looking for places to rent, not 
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buy, and DeTar’s apartments are in demand. Total 
cost of the building is $85,000. 

The project isn’t finished yet—DeTar plans to 
erect another two-story building just like the super- 
market-apartment. The ground floor will be leased 
for 10 years to a do-it-yourself lumber shop, the 
top floor will have eight apartments. 

This project is also set up to pay out in 10 
years, and it looks as though it will. Gallonage at 
the new station is running 27,000 gal. a month, 
against 17,000 to 20,000 gal. for the old outlet. 
It’s located at the outskirts of a large housing de- 


velopment, giving the dealer an area from which 
he can develop business. 


Not all the Yorkshire parcel is occupied. 
Another station could be built at the far end of 
the plot, if the Lincoln Highway should become a 
divided dual highway with one-way traffic in each 
direction. The existing station would then handle 
westbound traffic and the new station could han- 
dle eastbound traffic. There’s also 150-ft. frontage 
on the Lincoln Highway, next to the new station, 
that could be developed to produce additional 
income. we 





DeTar’s outlets in Hanover and Yorkshire are un- 
like most other Atlantic outlets. They’re designed to 
be Aero stations—that’s the name displayed promi- 
ently—that handle Atlantic products 


Both are brick-faced. Brick, says Aero vice presi- 
dent Ruelle Wolfe, is cheaper than porcelain enamel, 
and requires no cleaning as other materials do. 
Both stations also have these features: 


@: Floor-to-ceiling windows, making the whole 
salesroom a display area. 


e Aluminum window 
sash and aluminum over- 
head doors on the lube 
bays. There’s nothing to 
paint. 


@ Product storage for transport loads. York- 
shire storage is two 6,000-gal. tanks; Hanover has 
four 3,000-gal. tanks. 


e@ Lounges. In Hanover, 
the lounge for women has 
rental-locker space right 
off the parking lot. The 
lounge leads to the ladies’ 

room. In Yorkshire, the lounge faces the lube bay 
so that customers can watch work on their cars 
through a picture window. The lounge here leads 
to both restrooms. 


@ Tile walls. In Hanover, tile in the restrooms 
goes to the ceiling. Tile floors have drains, making 
them easy to clean with a hose. 





Why DeTar's New Service Stations Are Different 


@ Combined aluminum and plastic for signs 
over lube bays and for other exterior decoration. 


@ Bennett remote pumping systems and Bennett 
twin dispensers. 


These other features apply only to the Hanover 
station (above) : 


@ Five-zone heating system—one for lube bays, 
one for sales and restrooms, one for the second 
floor, one for the storage room, and one for melt- 
ing snow around pump islands. 


e@ Air conditioning in the same areas. 
@ Lockers and showers for station employes. 


@ Washing machine for cleaning car-wash 
towels and rags. 


e@ Terrazzo and quarry tile on the floors of 
restrooms, salesroom, and lounge. 


@ Indirect fluorescent lighting in the sales 
room and lounge. 
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Underground sprinkling system can be installed for about 17¢ per sq. ft. Systems are almost service-free 


Here's a Natural for Summer 


Sprinklers and sprays make a good summer sideline in suburban areas, 
this New England heating-oil jobber finds—because everybody wins 


igor inna AND INSECTICIDES are the latest 
sidelines of Roland Booma and William 
Breed, heating-oil jobbers of Swampscott, Mass. In 
an attempt to build a solidly diversified summer 
business, Booma-Breed Inc. is also offering solid 
benefits to the community: 

@ Homeowners can have their lawns watered all 
summer with no work, by having Booma-Breed in- 
stall an underground water-sprinkler system. 

@ People planning outdoor parties or other 
events can protect themselves from flies and mos- 
quitoes by having Booma-Breed spray the area with 
bug juice. 


How the Sprinkler Business Works 


Booma-Breed has handled sprinklers for four 
years, has sold about 70 in that time. Cost is now 
down to about 17¢ sq. ft., but underground sprink- 
ling is still a semiluxury item. In the North Shore 
area of Greater Boston, however, it goes over. There 
are many year-round houses and small estates whose 
owners have a big stake in good landscaping. 

The 17¢-sq.-ft. cost involves rubber tubing and 
includes heads. Automatic operation, including time 
clocks and relays, could add $400 to the cost of an 
average job. 

For large areas, sprinkler systems are zoned, with 
each zone covering about 1,500 sq. ft. With the 
copper tubing formerly used, the installed cost per 
zone came to about $325, but with rubber tubing 


the price is now down to about $275 per zone. 


Time clocks can be adjusted to turn on one zone 
at a time; they can be set for daily operation or on 
any other time schedule. Booma-Breed can install a 
device that measures the natural moisture content 
in the soil. If the moisture content is high enough, 
the device overrides the time clock. If it isn’t:enough 
the device lets sprinklers run until the right amount 
is reached, then shuts the system off. 


Sales Attack—Booma-Breed uses its five heating- 
equipment salesmen to sell sprinkler systems. It has 
also advertised in Boston newspapers and gotten 
good response. “But some of the jobs were too far 
away for us to handle at a profit so we dropped 
them,” president Rollie Booma says. A few such 
far-away projects were handled, but it cost the com- 
pany money to send a service man to correct any 
trouble (usually a clogged spray head). 

Booma-Breed has picked up some sprinkler jobs 
by being able to include them in the original design 
of the house. “We’ve tried to get plumbers inter- 
ested in the idea,” Booma says, “but they don’t 
like us too much.” (Heating-oil jobbers have taken 
heating-equipment installation work away from 
plumbers in this area). 

Booma-Breed has sold sprinkler systems to local 
towns for park and playground installations. “We 
supplied the materials, but the towns used their own 
labor,” Booma says. 

Part of Booma-Breed’s sprinkler sales story is 


NATIONAL PETROLEUM NEWS °* April, 1960 





Insecticide sprays grossed about $3,000 last year 


that with proper watering and without work, home- 
owners can have nice lawns. And with sprinklers, 
homeowners can use them to apply their own liquid 
fertilizers and weed, bug and insect killers. And 
they’ll have no trouble mowing lawns since the rub- 
ber heads, with metal inserts, set flush on the 
ground. Water pressure pushes the heads up. 

Homeowners can have all this, Booma says, with- 
out worrying about maintenance. Rubber tubing 
doesn’t have to be drained in cold weather, is rot- 
proof and rootproof. 

Problems—Sales over the first four years would 
have been better, says Booma, if the company 
hadn’t been feeling its way. “There was nobody to 
turn to for competent advice,” he explains. 

Materials used in early systems added to installed 
cost. At first, copper tubing and fittings were used. 
This made jobs costly. It also took time to cut the 
tubing, and solder or thread the fitting at the site. 

Rigid plastic was used next. But in cold weather 
it became brittle and broke. 

Booma-Breed thinks it has the answer now in 
hard-rubber tubing and fittings supplied by Good- 
year Tire & Rubber Co. 

Installation is quicker because tubing can be 
cut with a knife, treated with a solvent and then 
press-fitted into tees or elbows for a tight, leak- 
proof joint. Rubber tubing can be installed at spade 
depth, eliminating heavy digging and turning over 
the turf. “We tuck the systems into the ground 
now,” Booma says. A two-man crew can install 
more than 20 heads and tubing a day. 

Sales today would be better, says Rollie Booma, 
if: 

e@ Town water boards were more co-operative. 


@ Booma-Breed had more direct control over 
labor costs. 

Water boards, Booma says, have the final word 
in approving applications for larger water-service 
lines from the main to the house and for larger 
meters—two items usually needed by sprinkler lay- 
outs. But the boards, according to Booma, think 
too many sprinklers running at the same time would 
cause a pressure drop and would waste water. 

“We've tried to tell them that sprinklers can be 
set to go on at night when there isn’t any other de- 
mand for water and that pressure will not drop,” 
says Booma. “We've tried to tell them that sprink- 
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lers save water because they can be turned off at 
any predetermined time.” z 

On labor costs, Booma says drivers were used 
at first to install sprinklers so they could be kept 
year ‘round. That was when drivers were non-union. 
But the incentive to use drivers waned when they 
became unionized and Booma-Breed saw its labor 
costs go up. (Installations are now subcontracted 
but Booma feels this isn’t the solution, either). 


How the Spray Business Works 


Booma is optimistic over prospects of his mos- 
quito-killing service. It has wider appeal and a 
wider market than sprinklers, he believes. 

Without much effort, Booma-Breed racked up 
about $3,000 gross in mosquito-killing services last 
year. That’s more than enough to pay for the in- 
vestment in equipment ($100 for a used truck- 
mounted sprayer, plus about $100 for repairs, and 
$400 for a German-made portable fog machine). 

With this equipment, Booma feels no job is too 
large and none is too small. Truck-mounted equip- 
ment can be used to cover larger areas while the 
portable unit can be used for single-yard jobs. 

The market is big, and it’s a repeat business. Re- 
sults of the first treatment—good for 7-10 days— 
sell follow-up treatments. 

Booma-Breed has used its insect-killing equip- 
ment several times at Pleasure Island (NPN—Sept. 
p139) and local parks. Parts of city areas have been 
treated, with homeowners chipping in for the serv- 
ice. Prospects for the portable unit include back- 
yard cookouts and picnics and beach parties; for 
the truck-mounted sprayer, they include graduation 
parties, driving ranges and miniature golf courses, 
country clubs, outdoor restaurants, drive-ins and 
outdoor concerts. 


doing it 


Swampscott, Mass. 





Dealers get together to talk TBA. It gives TBA companies a clear track.. Here AC’s Dan Barber shows the new plug scope 


% 
es 


How TBA Clubs Are Working 


@ Texaco TBA clubs aren't spreading like a house afire, but they have 
fanned out widely from their starting point in Everett, Wash. 


@ Clubs work best with aggressive dealer leadership, put out more TBA 
information faster, give TBA companies a chance to tell their stories 


HE ONLY TROUBLE with Texaco TBA clubs 
is that there aren’t enough of them. No one 
seems to know the exact number, although one 
tire-company representative guesses there may be 
between 20 and 30. At any rate, it’s apparent that 
only a minority of Texaco dealers belong to one. 


Many Texaco marketing people would like to 
see more of them, but they don’t feel the company 
can or should do much about it. They hold back 
because of these unusual features of the clubs: 

e@ Apparently a club works best when built 
around a nucleus of a few aggressive dealers. Some 
clubs have been started without that kind of leader- 
ship and have promptly folded. But while this is 
true generally, some successful clubs are headed 
by a tire distributor, or a Texaco jobber, consignee 
or TBA representative. 


@ A club has vitality only when dealers take 


the intiative. Company sponsorship might destroy 
that essential element. Indeed, the company might 
be accused of exerting “pressure.” 


Up To Salesmen—However, there’s nothing to 
stop the individual Texaco salesman from telling 
interested dealers how the clubs operate and what 
they’re intended to accomplish. And in many areas 
he can promise the active help of TBA manufac- 
turers, especially the tire companies. 

In addition the company’s dealer magazine, 
The Texaco Dealer, has published a number of 
stories describing typical clubs. These stories are 
generally credited with the eastward spread of the 
clubs from their starting point in Everett, Wash. 

A Texaco salesman, now district manager, 
started the Everett club some 10 years ago. It 
rocked along, little noticed, until a report appeared 
in The Texaco Dealer. From that story, and those 
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Some clubs meet in members’ stations. Here in the lube 
bay, Andy Corvi shows dealers how to use the plug scope 


that followed, others picked up the idea. 


Tire-Company Support—Where the tire com- 
panies and other TBA manufacturers come in is in 
lining up speakers for club meetings. A speaker 
isn’t absolutely essential, but dealers seem to pre- 
fer meetings with a speaker as a focal point. For 
instance, a two-man team from AC Spark Plug 
spoke at the January meeting of a club in Pelham, 
N.Y. 


Here’s How a Club Works 


The club in Pelham is about as far east as any. 
It was started about two years ago and meets in 
members’ stations. The January meeting was held 
in A. A. Bianchi’s station. Bianchi borrowed 
enough chairs from a neighboring restaurant and 
made space for them in his display room. 

After the late-comers checked in, Bianchi 
opened the meeting. He introduced the AC men, 
Dan Barber and Andy Corvi, who presented the 
AC plug scope. For this purpose they ran off a 
couple of films that told what the plug scope is, 
why it was introduced, what it can do for the sta- 
tion operator, and how it’s being promoted. 

They also discussed and demonstrated claims 
for spark-plug superiority, and demonstrated the 
use of the plug scope. They used a car in the lube 
room for the demonstration. 

At the close of the session, Bianchi announced 
the time and place for the next meeting. He asked 
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about any special problems to be considered at the 
next meeting, and said that Firestone would ar- 
range for a speaker. 


Afterwards everybody went out for beer and 
sandwiches. The Pelham group gets along with a 
minimum of formality. About 15 dealers attended, 
and that’s about par for them. Meetings rotate 
from one member station to another. They’re held 
about once a month, but are discontinued in the 
summer. 


How Dealers Run Their Clubs 


The one essential feature of a club is this: It’s 
organized and run entirely to suit dealers. Dealers 
alone decide when, where and how often to meet. 
They vote on what topics they want to discuss. 


Meetings have been held at lunch, at dinner, in 
mid afternoon, and in the evening. Sometimes 
there’s no speaker and the: session is devoted to 
discussion only. 

Clubs have been known to gather in halls, 
restaurants, member stations, bulk plants, and tire 
stores. Some groups meet every week, some once 
a month, and at least one meets every other week. 

Although TBA problems are the big drawing 
card, it was inevitable that other subjects would 
be discussed. Some are logical enough: for in- 
stance, group advertising and group insurance. 


Why Manufacturers Like the Clubs 


From the standpoint of TBA manufacturers, 
club meetings are invaluable. Unlike at conven- 
tional oil-company dealer meetings, the manufac- 
turer’s representative doesn’t have to compete 
with gasoline, motor oil and other TBA products 
for a share of dealer attention. 

For one entire session, the show’s all his. He 
can cover all points, he can demonstrate, he can 
answer questions. Dealers absorb more useful in- 
formation than they could ever get from manuals 
or other printed matter, or from the TBA portions 
of the usual dealer meeting. 


What Draws Dealers? 


Dealers don’t get enough TBA information. 
They're thirsty for more. Also, just like other 
businessmen, they get a lot of good out of meeting 
and talking with others in the same line. 


If you eavesdrop on the talk that goes on be- 
fore and after a session, you'll hear dealers trad- 
ing opinions about problem customers and prob- 
lem cars. It reminds you of the shop talk that 
goes on at any convention of business or profes- 
sional men. Service-station dealers rarely have an 
opportunity to get together, and these small local 
clubs make it easy for them to do so. 

Best of all, dealers come to the meetings with 
their guard down. It’s their own show—they’re 
the hosts. Outsiders are present only on their in- 
vitation. 

There’s a subtle but significant distinction. @ 
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TRETOLITE.. 


TOLAD 


FUEL ADDITIVE 


a new, economical 
additive for 

home heating 

and diesel fuels 


Totap stabilizes fuel stocks in stor- 
age. It is available in inhibitor, and 
inhibitor-dispersant formulas, with 
or without metal deactivator. All 
Totap formulas are ashless. 


ToLaD prevents the formation of 
sludge and insoluble residues which 
foul burner tips and plug filters and 
fuel lines. In diesel fuel it prevents 
the fuel injection system from be- 
coming fouled by insoluble residue. 


ToLap formulations have good 
water tolerance characteristics and 
possess the ability to insure fuel 
stability under thermal stress. 


Totap Fuel Additives will defi- 
nitely improve the salability of fuels 
subject to degradation in storage. 


TEST SERVICE AVAILABLE 

The facilities of the Tretolite labo- 
ratories are available for testing your 
fuel and recommending the appro- 
priate ToLap formulation to assure 
stability and product improvement. 

For complete information on ToLaD, 
and what it can do to protect your 
oils and make them more salable, 
write or call... 


PETROLITE 


CORPORATION 


TRETOLITE COMPANY. 


DAVES LON SB = 
369 Marshall Avenue, Saint Louis 19, Missouri. 
5515 Telegraph Road, Los Angeles 22, California 


FOR 


*Registered Trademark, Petrolite Corporation 
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By FRANK C. STURTEVANT 


it Ain't So, Oil Men! 
Dow Does Too Love You! 


A STRANGE SITUATION confronts 
oil marketers this year. One of their 
antifreeze suppliers, Dow Chemical 
Co., is introducing its newest prod- 
uct, “Dowgard,” through automotive- 
supply jobbers only. 

At first, TBA men in the oil indus- 
try had a slight feeling of being re- 
buffed. They thought it strange that a 
supplier who’s always given them the 
hard sell should suddenly desert them 
and seek outlets for his newest prod- 
uct elsewhere. You can’t blame them 
for wondering why Dow went looking 
among a group which has usually gen- 
erated a lot of TBA competition. 

Not only that, the new product 
competes with antifreeze, (though it’s 
a complete cooling-system fluid), and 
the Dow people expect it to reach 
the public almost entirely through 
service stations. 

This novel move is not what it may 
appear to be. It doesn’t mean the 
Dow people have made an irrevoc- 
able choice of one distribution chan- 
nel over another. Nor does it mean 
they’re abandoning the considerable 
private-brand antifreeze business they 
now do with oil companies. 

All it means is that their marketing 
plan for Dowgard is their conception 
of the best way to cope with a com- 
plex situation. Their program had to 
take into account such diverse fac- 
tors as the state of the antifreeze 
market, the nature of TBA merchan- 
dising through oil companies, and 
the character of the new product it- 
self. 


The Market—There have been 
plenty of signs in the last few years 
that dealers have been losing anti- 
freeze business to cut-price accessory 
stores. Theoretically, dealers should 
be ready to listen to a new approach. 


Oil’s Policy—Among TBA manag- 
ers it’s almost a rule that the oil- 
company TBA line is not the place 
to pioneer unknown products. They 
believe in the doctrine of handling 
only products for which there is an 
established demand. 


Novel Product—A complete cool- 
ing-system fluid is a totally new con- 
cept in the nonmilitary field. It’s a 
result of the recent concern of car 
manufacturers over the corrosive ef- 
fect of water on _ cooling-system 
metals, especially aluminum. 

Dow’s new product combines gly- 
col antifreeze, inhibitors, and specially 
treated (ionized) water. It’s offered as 
a one-fill fluid that lasts an entire 
year. 

Inevitably it had to be premium- 
priced, at least in relation to glycol- 
type antifreeze. The average cooling 
system takes around five gal., and a 
Dowwgard fill will sell for between $8 
and $12 per car per year, according 
to Dow’s suggested retail price list. 
By contrast, the average car owner 
in the cold-weather areas buys two 
gal. of glycol antifreeze a year and 
pays not over $6.50. The rest of the 
fill is tap water at no charge. 

And of course the Dowgard price 
has to include a good dealer margin, 
not only because it’s a new product, 
but because it’s to be sold only with 
complete installation service. 

In view of all the conditions, the 
Dow people were forced to the con- 
clusion that automotive-jobber distri- 
bution offered the best route to ac- 
ceptance of Dowgard. 

As a new, premium-priced product, 
Dowgard is expected to appeal to a 
limited class of car owners and a 
limited segment of service stations. 
But service stations are sure to be 
the principal outlets, according to 
John P. Strouss, manager of auto- 
motive chemical sales for Dow. “We're 
trying to sell a cooling-system service 
package, rather than just a product,” 
says Strouss. 

Dow believes its sales pitch echoes 
the present-day thinking of automo- 
tive engineers. That belief finds ex- 
pression in heavy consumer advertis- 
ing for Dowgard, telling motorists 
that even a thin layer of corrosion- 
caused deposits puts too much of a 
burden on a car’s cooling system. 

Clean, efficient cooling, on the 
other hand, makes both the engine 
and the gasoline look good. If Dow 
people can pay more attention to 
better cooling, they think they'll help 
themselves and oil marketers, too, 
because it promotes the sale of fan 
belts, radiator hose, thermostats, and 
radiator caps. 

If Dowgard clicks, Dow expects 
that next year oil companies will want 
to take it on, or at least a private- 
brand version of it. 

“This year,” Strouss observes, 
“we're out to build consumer accept- 
ance.” 
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One of America’s foremost marketers 
reaches new peak in battery sales with... 


MAXIMUM OPPORTUNITY FOR SALES AND TURNOVER 


profits up...inventory down... turnover fast! 


Sales increase of 18.4%! That’s the word from one of the nation’s big oil 
companies* after completing its first full year of marketing Globe-Union 
batteries the modern M.O.S.T. way. FURTHER NEWS! All over the country 
M.O.S.T. marketers report new records in battery sales. Concentrated selling 
really pays off! 

Have you considered your maximum opportunity for sales and turnover with 
the M.O.S.T. system? Four batteries serve all cars — eight sizes provide a 
complete quality selection. You know those batteries that never move? M.O.S.T. 
merchandising sends ’em packing; makes heavy inventory a thing of the past. 
Turnover is rapid (many times a year in most cases)! And dealers enjoy extra 
cash for stocking other profitable TBA products. 

Remember, 16 strategically located Globe-Union plants from coast-to-coast 
guarantee you fast, economical delivery on M.O.S.T. batteries. For complete story 
on how to get your battery program off to a fresh start, write for Bulletin G-100. 


GLOBE-UNION INC. 


SPunseconp s1antin® MILWAUKEE 1, WISCONSIN 
lf it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 


SPInNIne Powe, 
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BIGGER TRUCKS (2,100-gal.) call for faster loading. Here’s how a fuel-oil jobber got it at the lowest possible cost 


Faster Pumping at Lower Cost 


A fuel-oil jobber wanted a quiet pump without paying the higher price 
of a 10-hp self-priming centrifugal. His solution: a 7 Y-hp straight 
centrifugal with an air-release tank. Saving: 20% in first cost 


ASTER PUMPING EQUIPMENT at a Rhode Island 
fuel-oil bulk plant is paying for itself. Pawtuxet 
Valley Oil Co., West Warwick, now has a second, 
faster loading position, which achieves these six 
results: 
e@ Cuts out traffic jams in the yard. 
Frees trucks for more deliveries per day. 
Slashes overtime pay. 
Maximizes benefits of a bigger truck. 
Speeds service to small-jobber customers. 
Opens the way to new and bigger accounts. 
When Pawtuxet’s owner, Ernest E. Lefebvre, 
bovght a 2,100-gal. truck, he saw that it was caus- 
ing a traffic jam in the morning lineup. The old 
dock with a dual, clutch-driven, rotary-gear pump, 


installed in 1939, is adequate for smaller trucks, 
mostly those of other jobbers who load at the 
Pawtuxet plant, but not for bigger ones. It delivers 
only 100 gpm, takes nearly half an hour to fill the 
new truck. 

Lefebvre called in J. M. Trask, oil-equipment 
jobber in nearby Providence, to lay out a pumping 
system for a new loading position. Lefebvre asked 
for a system that would be fast and economical, 
but also quiet. It had to be quiet because the load- 
ing position is built on the side of the office and 
showroom and the basement is occupied by a bar 
and taproom. 

At the new position, Pawtuxet’s 2,100-gal. truck 
can be loaded in less than seven minutes. The 
equipment pumps at 320 to 334 gpm. The time 
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saved frees the truck for two to five extra deliveries 
a day, cuts down overtime. 


The heart of the new layout (see diagram) is 
a quiet-running 712-hp standard centrifugal Inger- 
soll-Rand 3RVL motorpump. Use of this pump 
rather than a 10-hp self-primer saved an estimated 
20% in first cost. 

The pump is coupled to a Model K-20 air- 
release tank. This is necessary to prevent loss of 
prime from either a slug of air or a slow leak. 
The tank removes air from the system and provides 
a reservoir of fluid to maintain pressure on the 
inlet line swing check so it seats properly. The tank 
also replaces any fluid lost through a slow leak. 

If a slug of air causes the centrifugal pump to 
drop its prime, it can be reprimed by shutting it 
off. Oil from the air release tank drains back, fills 
the inlet line, and displaces whatever air is in the 
line. When the pump is restarted, it picks up its 
prime. 

Other components of Pawtuxet’s layout include: 
a 3-in. Brodie B-72D meter with totalizer printer; 
a 3-in. Brodie D-3 strainer; an OPW 3-in. Cat. 



































HIGH CAPACITY, low cost, quiet operation were achieved 
at Pawtuxet’s new loading position with this layout 


2964 slide sleeve assembly (to provide under- 
surface loading) fitted with a 3-in. OPW Cat. 
417 loading valve and a Cat. 3400x50 swing joint; 
a 3-in. OPW Cat. 1175 swing check valve; and a 
4-in. OPW Cat. 1175-F swing check valve. * 


How Gulf Builds Lighting into the Station 


ALL THE LIGHT needed for the inner pump island is pro- 
vided by perimeter lighting on the station canopy 
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HOUSING for perimeter lighting forms part of the roof 
overhang. Colored orange, it highlights the station 


A NEW TYPE of lighting fixture, designed as an 
architectural component of the station build- 
ing, has made its appearance on some of Gulf’s 
recent stations. 

A porcelain-enamel housing forms an integral 
part of the roof overhang. Done in Gulf orange, 
the fixture also serves as a color feature band 
around the top of the station. 

The face of the station is lighted by a single row 
of Super-Hi 1500-milliampere, rapid-start fluor- 
escent tubes. Extruded-aluminum reflectors control 
the uniform distribution of light from top to bottom 
of the building wall. 

The new lighting system was designed under the 
direction of Bernard Wagner, Gulf's equipment 
manager. Westinghouse built the whole package 
for Gulf, including the porcelain-enamel housing, 
at its Vicksburg, Miss., plant. 








WHAT’S 
NEW 
IN 
EQUIPMENT 





X-shape compressor 


. is said virtually to eliminate vibra- 
tion and to require less maintenance. 
Short-stroke design and wide-stance 
base are said to reduce cylinder over- 
hang resulting in less internal strain and 
better cooling efficiency. Worthington 
Corp., Harrison, N.J. 


Sampling valve 


. is claimed to deliver a perfect, live 
sample, not affected by settlement or 
clogging. Piston in closed position fills 
valve body to inner surface of pipe or 
vessel. Permits full flow when retracted 
and can be installed in existing systems. 
Strahman Valves Inc., Nicolet Ave., 
Florham Park, N.J. 


Oil-fired boiler 


. for home heating is said to give 
100% combustion of fuel with no un- 
burned residue in the form of smoke, 
soot or carbon. Fan controls air flow, 
eliminating dependence on uncertain or 
unsteady draft. Needs no conventional 
chimney. Iron Fireman Mfg. Co., Cleve- 
land 11, Ohio. 





‘Swift-Lifts’ 


. . . is the trade name adopted for a 
new line of jacks offered in capacities 
of 1%, 2, 4, and 10 tons, maximum lift 
26 in. Hydraulic units have fast-acting 
dual pistons, overload safety valve, and 
pivot to minimize strain on ram. Hein- 
Warner Corp., 1200 National Ave., 
Waukesha, Wis. 


Light-cord reel 


. is designed for use with Aro lube 
reels. Will fit any existing Aro reel bank 
housing or may be ordered with new reel 
installations. UL-approved unit comes 
complete with 30-ft. of cord, heavy-duty 
lamp holder, mounting bracket and lower 
replacement plate. Aro Equipment Co., 
Bryan, Ohio. 





HOT WATER 


INSTANTLY with 


ASCOT 


WALL-MOUNTED, TANKLESS 
GAS HEATER 


¢ Cuts operating costs 
¢ Builds extra business 


AGA 
APPROVED 





Built for 
Fast, Cost-Saving 
Deliveries 


ROPER 360s TRUCK PUMP 


40 to 122 GPM 
To 100 PSI 


@® Helical Pumping sons . hardened iron; keyed to 
shafts with sliding fit; run in axial hydraulic balance. 
LATION COST 
rye man can @) Heavy Duty Bearings . . . high-lead bronze, self- 
The ASCOT gives a constant flow lubricating. 
of hot water instantly — as you BUILDS CUS- 3) Adjustable Relief Valve . . . permits full capacity when 


pray dere 2 agin oa —. pumping... nozzle shut-off without stopping pump. 
‘ : self-adjusting; mating surfaces 


mounted anywhere without rein- : Mechanical Seal 
4 , / precision lapped for positive sealing and long life. 


LOW INSTAL- 








forcements or special platforms. 
6) Outboard Bearing . . . ample size for full shaft support 


You Save $75 to $100 on every job. 
You save ogain — every day in z . r 
¢ pam 4 and protection to gears and inner bearings. 


heating efficiency, low operating 
cost and long, long heater life. 


VWASCOT 


GAS WATER HEATERS, INC. 


222 W. Pittsburgh Ave., Milwaukee 4, Wis. 
SOUTHERN STATES: Southern Heater Co., 844 Baronne St., New Orleans 
PACIFIC SOAST: Eau Salen | Inc., 1238 N.W. Glisan St., Portland sacerues 


A Radiation Company with offices in London, Sydney, Montreal and Milwaukee . 


Roper Hydraulics, Inc. 
Dept. 474, P.O. Box 269 
Commerce, Georgia 


ROTARY PUMPS 
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ARO BUMPER JACK 


: 

f } 

; 
i 
f ~ es 

ARO ONE-END UFT 
(HORAULIC) 
ARO MOOR JACK 


Jacks, car stands 


. . . and one-end lifts are now included 
in the products of Aro Equipment Corp. 
New line includes hydraulic hand jacks, 
floor jacks, and bumper jacks, and a 
creeper-type transmission jack. Aro 
Equipment Corp., Bryan, Ohio. 


Tank-truck faucet 


. in a new 4-in. design, is said to 
offer unrestricted flow, easy operation, 
and automatic closing in case of fire. 
Of lightweight, heavy-duty aluminum, 
new faucet is only 10%g in. long. Per- 
manently attached wrench is pinned to 
stem with fusible link. Buckeye Iron & 
Brass Works, Dayton, Ohio. 


I ne 


ia 


Plainlock couplings 


. . and fittings describe a new Victaulic 
line said to offer a simple, low-cost, and 
leak-tight method of connecting plain- 
end pipe with positive-grip couplings 
and full-flow fittings. Available in 1, 2, 
2%, 3, 4, and 6 in. Victaulic Co. of 
America, P.O. Box 509, Elizabeth, NJ. 


Equipment 


Transmission filler 


. Offered by Plews Oiler has an extra 
long spout giving an over-all length of 
25 in. Push-button control built into the 
spout allows one-hand operation. A 
newly patented neoprene gasket incor- 
porated into the base is guaranteed 
leak-proof. Designed to fit any trans- 
mission opening. 


Two hose lines 


. of United States Rubber’s Eureka 
Fire Hose division are now offered in 
100% Dacron construction. The new 
Dacron multiple-woven and double- 
jacketed lines are available in diameters 
from 1% in. to 6 in.; and in 50-, 75- 
and 100-ft. lengths. United States Rub- 
ber Co., 1230 Sixth Ave., New York 
20, N.Y. 





A CONSUMER 
ELECTRIC PUMP 


FOR ALL-’ROUND ECONOMY 
AND PERFORMANCE 


Let new model 90’s all-’round economy and 
extraordinary performance bring more and 
more consumer account gallonage within 
profitable reach. 

The ruggedly handsome ‘‘90” Starliner 
. . . iS lower in first cost . . . easier to han- 
dle and install . . . absolutely negligible to 
maintain and its fast 14 G.P.M. delivery of 
accurately metered product will more than & 
please the most demanding user. 


* UNDERWRITERS’ APPROVED 
+ ACCURATE MEASURE 


+ DIRECT-DRIVE PUMPING UNIT 
¢ LOW VOLTAGE START 
« FAST... 14 6.P.M. 


for 
FARMS 
FLEETS 
INDUSTRY 
CONSTRUCTION... 
DISPENSING GASOLINE, DIESEL, KEROSENE, ETC. 


WILLIAM M. WILSON’S SONS, INC. 


LANSDALE, PENNA. 
MANUFACTURERS OF GASBOYS, KEROBOYS, O/LBOYS AND ROTABOYS 


Drive-on lift 


. called the Low-Wide Runway lift, 
is designed to accommodate all tread 
widths from 41 to 76 in. Runways are 
190 x 195%4g¢ in.; over-all width is 77% 
in. Height to top of guide rail is 5 in. 
with lift fully retracted. Weaver Mfg. 
Co., Springfield, Ill. 
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ILLINOIS 


Gashoy: umes 


For every size consumer- 
commercial account. 


W. W. BARNHART 
106 West Lincoln Street 
Paris, Illinois 


NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


TELLS THE 


TAX 


STORY! 


LARGE SIZE 
10” x 12” 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 








EDWARD JOY COMPANY 
905 Canal &t., $ use, N. Y. 
COMPLETE OIL EQUI IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Depe, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 





OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Facto Sepoeseatative for 
Westing O.P.W., Lincoln 
Neptune ‘He ffman, rich, 
Air, Oil, Hydraulic and Gas 
Hose and 
SALES—PARTS 


Coupling Service 
ENGINEERING SERVICE 





PENNSYLVANIA 





PAUL WAGNER, INC. 
pewsleum Maintenance & Equipment Sales 
DISTRIBUTORS FOR: vipment, ore. 
Velves and Fittings, Bh mer ome 
Pompe © meters end Hations! y Fang Red Jacket Sub- 


“0 Lincoinway West, New Oxford, Pa, 
MAdison 4-4131 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 

Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 








Oil Marketing 
Equipment Jobbers 


This Is a Market Place! 
Write today iy | Cn see 
Space R 


NATIONAL PETROLEUM NEWS 
338 Weet 42nd St., New York 36, N.Y. 
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Conversion factors 

. have been assembled into reference 
tables and reproduced on a wall chart. 
Included are common conversions such 
as inches to centimeters or watts to 
horsepower as well as many conversions 
that are difficult to locate in reference 
manuals. Offered free by Precision 
Equipment Co., 4411E Ravenswood 
Ave., Chicago 40, Ill. 


Lighting catalog 

. constitutes a complete guide for 
modern station lighting. Covers com- 
plete line of matched components, in- 
cluding fixtures, poles, and accessories 
for new stations as well as special fix- 
tures and fittings which may be used 
to modernize lighting equipment in 
older stations. Revere Electric Manufac- 
turing Co., 7420 Lehigh Ave., Chicago 
48, Ill. 





Training film 


. titled “Installation and Adjust- 
ment of the Shell Combustion Head” is 
soon to be shown by Shell division of- 
fice to oil jobbers and burner repair and 
installation men. The 20 min. color and 
sound filmstrip will be offered without 
charge to local units of Oil Heat 
Institute. 


Equipment Suppliers . . . 


Continental Copper & Steel Industries 
Inc., 120 Broadway, New York, N.Y., 
has acquired manufacturing rights for 
Petro Portable service stations from 
Petro Merchandising, Linden, N.J. It is 
offering two-bay prefab stations, 46x28 
ft., in a price range of $17,000 to $21,- 
000. Two stations, built by Canadian 
licensee, Canadian Vickers Ltd., Mon- 
treal, have been sold to Texaco Canada 
Ltd., Toronto. 

(Continued on page 184) 





Structural members of a typical Davidson all-porcelain, prefabricated service station. 


Porcelain Firm Markets Prefabs 


DAVIDSON Enamel Products Inc., 
Lima, Ohio, long known as a supplier 
of porcelain panels for service sta- 
tions, is now marketing complete, all- 
porcelain, prefabricated service sta- 
tions. The first Davidson unit, bought 
by Standard of Indiana, is in operation 
in a St. Louis suburb. 

The Davidson station design fea- 
tures (1) curtain-wall construction 
claimed to result in less total steel in 
the building, (2) factory-formed struc- 


tural units that can be quickly erected 
on the site, (3) a leveling method that 
readily compensates for foundation 
irregularities. 

The company asserts it will offer 
fine-quality stations at no price dis- 
advantage. Complete package ar- 
rangements have been worked out 
with the parent company, Fenestra 
Inc., a building-products manufac- 
turer. A strong national distributor 
group will supervise construction. 
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This new loader combines long 
range with great flexibility and 
economy. Its 11 foot extension 
gives 20 foot range between 
manhole covers. During load- 
ing, assembly remains in tank 
manhole without being held 
down; when loading is com- 
pleted, pre-set spring balance 
carries assembly to any desired 
angle from 10° to vertical. Does 
not require a sliding tube. 


NEW 
Wheaton Type 682-B 
Spring Balance 
Loading Assembly 


Wheaton Type 682 
Spring Balance i 








Loading Assembly 


One of these 


Wheaton 


Loaders 


will exactly 
fill your needs 


Wheaton 
Type 680 
Spring Balance 
Loading 
Assembly 








An economical, fast-loading 
assembly that is outstanding 
in shockless, flexible, easy 
operation. Single spring 
balance holds the assembly 
in operating position when 
sliding tube is extended. 
When loading is completed, 
sliding tube is collapsed and 
pre-set spring carries the 
assembly to any desired 
angle from 10° to vertical. 


ie 28S Ee ES ON 


Wheaton Type 683 
Spring Balance 
Loading 
Assembly 


This new loader tops them all in 
range. Its 17 foot extension gives 32 
foot range between manhole covers, 
and does not require a sliding tube. 
Boom holds primary arm, providing 
great strength and flexibility. Em- 
bodies the same single spring balance 
feature as Type 682. 


Both the main counterbalance torsion spring and 
the snubber spring are made of the finest selected 
S.A.E. 1065 tempered M.B. spring material, and 
in a recent independent laboratory test this unit 
was subjected to a three week actuation test of 
approximately 18,000 - 120° movements, with no 





This loader has the same features 
and equipment as Type 680, but 
the mounting is inverted. It is 
designed especially for mounting 
directly from overhead tanks or 
overhead piping, and is ideal for 
smaller bulk plants. 








| assures great flexibility and balance 


adjustments required for loss of spring life. This 
Wheaton feature is one of the most important 
developments in loading equipment—and one of 
the reasons why these precision loaders offer you 
so much more for your equipment dollars. Send 
for Catalog No. 65, which describes the full line. 


Available in brass, aluminum and steel, for petroleum, chemical and petrochemical speci- 
fications. 2", 242", 3" and 4" sizes; Teflon, Viton and all synthetic packings available. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 
Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany * Liungmans, Malmo, Sweden * Baza S.R.L., Buenos Aires, Argentina, S.A. 


bie» Wheaton 


the best by every standard 
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OILC® 
LOADER 


Loading 
Successfully 
Economically 


7 U ” ” 

Sizes: 2”, 242” & 3 
Equipped with No. 85-SB swing joint and om 
bracket attachment, controlling the vertical 
horizontal movement of the loader, No. 901 
spring-balanced loading assembly remains in the 

le of the transport without being held 
down. When filling operation is completed the 
assembly automatically returns to upright posi- 
tion. Sliding sleeve permits length adjustment. A 


Whiteway Manufacturing Co. now 
owns one of the world’s longest tandem- 
press brakes. The new brake produces 
40-ft., one-piece light poles, and permits 
multiple automatic punching of %-in. 
sheets for outside casings and inside sup- 
ports for fluorescent fixtures. 


swing joint at top end of assembly allows dip 
pipe to remain vertical. 
Specify No. 901-A, when 
valve control lever is desired. 
Write for Catalog No, 700 for 
Complete descriptions of all 
Oileo loading assemblies 
Representatives in all leading 
cities, U. S. and Canada 


Symington Wayne Corp. has _pur- 
chased the assets of the Oil Equipment 
Div. of Graver Tank & Manufacturing 
Co., Salt Lake City, Utah, and has or- 
ganized the Lang Wayne Equipment Co. 
to operate as a subsidiary. It will dis- 
tribute Wayne’s line of pumps, compres- 
sors, and lifts. The business was founded 
in 1914 by John Lang. Present heads 
are C. A. Rodman, president; W. T. 
Thornton Jr., vice president; E. L. 
Hickman, treasurer. 


Oit EQUIPMENT MANUFACTURING Co. 


3100 VERMONT AVE LOUISVILLE 11 KY USA 





for dry jet fuels to gummy asphalts.... 
® 
& r a n Cc Oo ee U ivi oa fom sian at ae be 


BAe * > doubled the size of its plant with an 


addition completed early this year. The 
———— VISCOSITY RANGE —--—-—--—-—_ 


new facilities, plus five warehouses the 


company has acquired in Bluffton, are 
the most recent in a series of expan- 
¢-—--—— LIFE EXPECTANCY ——-—-——> 


sions made necessary by Franklin’s swift 
growth. The company started business 
15 years ago with six employes in a 
second-floor machine shop. 


Equipment People . . . 





THE RIGHT DIMENSIONS ws 
; Positive 
to handle all your pumping needs! Displacement 
No viscosity is out of range for this Pumps — 142” to 6” - is N. L. Harms, 
positive displacement pump... 3 ’ . divisional vice 
if it flows, GRANCO CAN PUMP IT! president of Sym- 
. ington Wayne 
UPDATED BYPASS effectively 7 . Sere Corp., Salisbury, 
controls pump action... gives you “ : es Mice Md., is head of 
ultra-efficient operation. Patented Th the company’s 
“universal-joint” design eliminates ‘ig newly formed for- 
metallic contact. You get long-life, eign division. He 
service-free performance that has been A, will make his 
job-proved in thousands of the Mi headquarters _ at 
toughest pumping applications. the company’s ex- 
ecutive offices, 
230 Park Ave., 
New York, N. Y. Harms was formerly 
managing director of manufacturing sub- 
sidiary in Brazil. Since 1954 he has been 
in charge of all of the company’s busi- 
ness south of the Panama Canal. 


Harms 
Write today for complete engineering data... 


GRANBERG CORPORATION 
subsidiary of AMERICAN METER COMPANY 


1308 SIXTY-SEVENTH STREET + OAKLAND 8, CALIFORNIA 
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Robert R. Dial 
has been named 
field sales engi- 
neer in the Chi- 
cago metropolitan 
area, Illinois, and 
Missouri for Scul- 
ly Signal Co. His 
headquarters is at 
.332 S. Michigan 
Ave., Chicago. 
Dial was _pre- 
viously sales man- 
ager for Indiana 


Oil Equipment Co., Indianapolis. 


tion, 


RR 


principally 


Walter H. Bei- 
gel is now na- 
tional sales man- 
ager for Guardian 
Light Co. For the 
past 17 years he 
has been active in 
service - station 
lighting with 
other manufac- 
turers. His switch 
marks Guardian's 
entry into new 
fields of distribu- 
through _ electrical 


wholesalers and electrical contractors. 


George J. Fau- 
ser has been 
named manager of 
service - station 
lighting sales For 
Revere Electric 
Manufacturing 
Co., Niles, Ill. 
Fauser joined Re- 
vere three years 
ago after spending 
13 years in other 
segments of the 
electrical indus- 


try. He has been engaged in sales-ad- 
ministration activities for Revere. 





Profitable Areas Open for Distributors 


Write Today to 


The Complete 


TRANSFER 
PUMPS 
Quart Stroke 
One Gal. Stroke 


Rotary Pumps 
Tank or Pedestal 
Mounting 


The GILSEN Line 


7ée GILSEN COMPANY, Yue. 


3200 West 22nd Street - 


Erie, Pa. 


Harold E. Run- 
ty is the new 
southwestern fac- 
tory-sales _repre- 
sentative for 
Buckeye Iron & 
Brass Works. He 
will make his 
headquarters in 
Houston and cover 
Mississippi, Ar- 
kansas, Louisiana, 
Oklahoma, Texas, 
and New Mexico. 

Runty is the former superintendent of 
construction and maintenance at Phillips 
Petroleum’s Houston division. 


Sprow 


Equipment 


Robert E. 
Sprow has _ been 
named manager 
of Aro Equipment 
Co.’s newly estab- 
lished Florida di- 
vision, with head- 
quarters at 1040 
Fort Harrison, 
Clearwater. Di- 
rect factory repre- 
sentation in Flo- 
rida has _ been 
made possible 


through the cooperation of the J. Mc- 
Ewen Cheery Co., Nashville, Tenn., Aro 
representative in southeastern states. 


(Continued on next page) 





Depends on the 
pump-motor 
unit which 
“delivers” 

the fuel... 





























For the smallest to the largest pumping in- 
stallations, only Franklin’s rating range of 
horsepower is adequate to power pumps 
with precise matching of power requirements 
to pumping capacity. 





BLUFFTON, INDIANA 
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Franklin Electric Behe Inc. 


PERFORMANCE of a REMOTE SYSTEM 


1/3 
THROUGH 
5 
HORSEPOWER 





Equipment 


William J. Feahr has been named di- 
visional manager of the Great Lakes di- 
vision of Crouse-Hinds Co. With head- 
quarters at Cleveland, the division in- 
cludes areas served by Cleveland and De- 
troit regions. Feahr joined Crouse-Hinds 
in 1948 as a product engineer. In another 
move, Chester C. Pratt has been trans- 
ferred to Detroit as regional manager. A 
graduate of the University of Michigan 
with a degree in electrical engineering, 
Pratt has been with Crouse-Hinds since 
1950. 


Ed Schaedler, formerly with U. S. Air 
Compressor Co., of Cleveland, has been 
named assistant sales manager of Saylor- 
Beall Manufacturing Co., St. Johns, 
Mich. 

e 

Tokheim has new men at two West 
Coast cities: Thomas O. Buuck has been 
named sales manager for the San Fran- 
cisco district, and Robert L. Wimnefer 
assumes a similar post at Seattle. Buuck 
was previously district sales manager at 
Minneapolis following service in various 





LIGHT mngenet 
HEAVY GRADE 


INTERMEDIATE GRADES 


STOCK TWO GRADES OF OIL 
..- blend the grades you need! 


New Blackmer Vari-Flo Proportioning puts the flexibility of 
line-blending well within reach of even small bulk plants and 
refineries. In fact, savings over batch-blending and other obso- 
lete handling methods quickly pay for a Blackmer system. With 
burner fuels, for example, you can stock No. 2 and No. 6, blend 
intermediate grades directly into trucks. Just “dial” any ratio 
instantly and accurately. There’s never too much nor too little. 
With Vari-F lo, you mix exactly what you need — when you need 
it. You simplify handling, save on piping, tanks, plant space, 
transfer equipment, and inventory of finished stocks. Learn 
now how to streamline your operation, and multiply profits with 


Blackmer Vari-Flo Proportioning. 


FREE CATALOG Write for Bulletin 600 


wralerarel! ng equipment 


BLAL 


KMER 


VARI-FLO PROPORTIONING 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICH. 


See Yellow pages for 


r local sales representative 





sales capacities since joining Tokheim 
in 1947. Winefer became a special sales 
representative after a sales training pe- 
riod begun in 1957. 

® 


J. M. Hoskin- 
son, vice president, 
sales of Roper 
Hydraulics, Inc., 
has been named 
district sales man- 
ager for the Con- 
necticut, southern 
New York, and 
New Jersey terri- 
tory. With Roper 
; since 1939, except 

- for four years in 
Hoskinson the Navy during 
World War II, Hoskinson was formerly 
design engineer, sales engineer, and sales 
manager. He has established an office 
at 50 Church St., Montclair, N.J. 

a 


Herbert P. Le- 
Blanc has_ been 
named district en- 
gineer in the Kan- 
sas City, Mo., 
area for Marlow 
Pumps, Division 
of Bell & Gossett 
Co. He will cover 
the states of Kan- 
sas, Missouri, Ne- 
braska, Colorado, 
and Wyoming. 

LeBlanc LeBlanc was for- 
merly sales manager of Rittiner Engi- 
neering Co., New Orleans. 


4 

J. H. Kiegel is 

the new district 

sales manager for 

Roper Hydraulics 

Inc., in its newly 

established north- 

western Illinois 

territory located at 

2316 Fulton Ave., 

Rockford, Ill. 

Kiegel was gradu- 

ated from Mar- 

quette University 

Kiegel following service 

in the Navy in World War II. He has 

been with Roper since 1952, first in 

experimental and design work and later 
as a sales engineer. 


named distributor 

sales manager for 

the Wayne Pump 

Div. of Symington 

Wayne Corp. He 

was formerly dis- 

trict manager in 

Charlotte, N.C. 

Before joining 

Wayne in 1957, 

Winchester was 

Winchester sales manager of 

Oil Equipment Service Inc., a petroleum- 
equipment distributor of Charlotte. 
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Convenient ’round-the-clock delivery service for 
Du Pont tetraethyl lead customers 


No matter what time of day or night 
your order for a tank car shipment 
of tetraethyl lead reaches us, there 
is a car already loaded and waiting 
on a rail siding not far from your 
refinery. 

We call this ’round-the-clock deliv- 
ery system our ‘‘warehouse on 
wheels.” It’s a ready-made assist for 
your emergency TEL needs, enabling 
you to meet additional production 
requirements on short notice. 

And it also acts as a backstop for 
our regularly scheduled TEL deliv- 
ery program—minimizing the dan- 
ger of a shutdown due to a delivery 


delay caused by unforeseen circum- 
stances. 

In addition to our three plant lo- 
cations there are 25 special rail sid- 
ings located near the major refining 
areas to take care of all possible re- 
finery needs. 

Assurance of fast and reliable de- 
livery service, either for TEL or 


other petroleum additives, is just 
one of the advantages of doing busi- 
ness with Du Pont. 

For the many other services avail- 
able, contact your Du Pont repre- 
sentative or write to E. I. du Pont 
de Nemours & Co. (Inc.), Petroleum 
Chemicals Division, Wilmington 98, 
Delaware. 


Tetraethyl Lead 


AEG. u. 5. par. OFF 


Better Things for Better Living 
- ++ through Chemistry 


and other 


Petroleum Additives 





Tires—Batteries—Accessories 








WHAT’S 
NEW 
IN 





Air conditioner 


. for under dash mounting is said to 
use a new turbine-type fan to get quieter, 
more efficient cooling. Called the 1960 
Frigiking, model 60-UD is available for 
200 makes and models of American cars. 
Frigikar Corp., 10858 Harry Hines 
Blvd., Dallas, Tex. 


Rivet gun 


. is designed to insert over-size rubber 
rivets into tubeless punctures. Rivets are 
power-packed into metal cartridges at the 
factory. Repair tool is claimed to cement 
rivet in exact position in puncture to 
seal inner lining. Fromberg Co., 8949 
Reseda Blvd., Northridge, Cal. 


188 


Tire-valve gage 


. . . designed as a sales aid for dealers, 
can be used to show motorists why tube- 
less tire valves must be replaced. Gage 
permits comparison of the loose fit of 
an old, worn valve with the tight, posi- 
tive air seal provided by a new valve. 
Offered free by Dill Mfg. Co., 700 E. 
82nd St., Cleveland 3, Ohio. 


Battery filler 


. is equipped with a valve that au- 
tomatically shuts off water when proper 
levels are reached in the cells. Oper- 
ator need not see the fluid level. Flow 
starts by pressing nozzle into filler hole. 
United Motors Service, Div. of General 
Motors, Detroit 2, Mich. 





Steel angles 


. . . prepunched with a pattern of slots 
are offered for tire display racks or 
similar merchandise storage purposes. 
Sold under trade name of Metal Lumber, 
angle lengths can be assembled into an 
unlimited number of combinations. Re- 
public Steel Corp., 1038 Belden Ave. 
N.E., Canton 5, Ohio. 


Tuneup packages 


. consisting of three different assort- 
ments of testing equipment are being 
offered to service station operators by 
Sun. Called ‘“Profit-Paks,” each assort- 
ment is designed so that the dealer can 
add to it a step at a time. Sun Electrit 
Corp., 6398 Avondale Ave., Chicago 31, 
Ill. 


Power tire changer 


. that sells for $129 features a new 
drop-lock, a ratchet adjustment to fit 10 
in. through 19.5 in. tires, and a bead- 
breaker that frees bead all around, usu- 
ally with a single stroke, and protects 
air-sealing beads. Big Four Industries 
Inc., Foster Ohio. 


Devcon Rubber 


. is the trade name of a repair mate- 
rial described as real rubber in semi- 
paste form. Packaged for resale in tubes 
with a price tag of $1. Seals windshields, 
attaches door gaskets, mends leaky tanks 
and seals around lights. Devcon Corp., 
Danvers, Mass. 


Third-line nylon 


. . to sell at $13.95 retail with trade-in 
has been added to the Goodyear line in 
five popular sizes: 6.00x16, 6.70x15, 
7.10x15, 7.60x15 and 7.50x14. The 16- 
in. is offered in black only; the others 
in black or whitewalls. Goodyear Tire 
& Rubber Co., Akron 16, Ohio. 


Full-cover weights 


. are designed for use in balancing 
wheels with full-cover-type hubcaps. 
Weights have extended rust-free, tem- 
pered clips for easy mounting under- 
neath the flush-type wheel covers and 
are marked with trim-off increments. 
Hunter Products Co. Inc., 8846 Ladue 
Rd., St. Louis 24, Mo. 


(Continued on page 197) 
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Big profits wait here for the marketer 
offering quality lubes and fast service 


A big share of profitable lubricant 
business can go to the independent 
oil marketers who offer top-quality 
products and personalized on-the- 
site service to contractors. 


Sun helps its distributors in many 
ways, two outstanding: 


1. Top-quality Sun lubricants as- 
sure the respect of contractors who 
want top-quality protection for their 
valuable earth-moving equipment. 


2. Sun field men help a distributor 
to set up his service facilities and to 


sell his quality-and-service story to 
busy construction people. 


You can sell a Sun product under 
your own brand name anywhere. In 
many areas you can get a distribu- 
torship for branded Sun products. 
Some distributorships for Blue Sun- 
oco gasolines and Sunheat fuel oil 
are available. 


Write to Sun Or, Company, Dept. 
NP-4, 1608 Walnut Street, Phila. 3, 
Pa. In Canada: Sun Oil 
Company Limited, Toronto 

and Montreal. 


MAKERS OF FAMOUS CUSTOM-BLENDED BLUE SUNOCO GASOLINES 
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INTRODUCING ALL NEW — 












































SERVICE 
EQUIPMENT 


NEW! EXPANDED! COMPLETE! 
AND ALL FROM ALEMITE! 


Now Alemite, long the recog- 
nized leader in lubrication 
equipment, goes beyond Iubri- 
cation service alone! Now, 
with its rapidly expanding 
line, Alemite for 1960 can help 
you equip for even greater 


\ profits! 
\ 


Now modern Alemite 
Electronic Wheel Balancing, 
a year ‘round money-maker. 


Now Alemite Whee! Alignment. 
Profit-making equipment 

never before available for so 
little investment. 


Now Alemite Spray Kleen Car 
Wash System for faster, 
easier car washing. 


Now even air compressors 
and lifts by Alemite! 


And now the new; 1960 

line of Alemite Strato Line 
Lubrication Equipment... 
with premium quality features 
...with sensational new 
design unmatched in the 
lubrication industry! 


Alemite offers unmatched 
warranty protection and 
nation-wide service on all 
Alemite Equipment. 


See for yourself 

how Alemite can help you get 
all the equipment you need 
for complete service, repairs 
and bigger profits. Send 

for your free Strato Line 
catalog today! 


‘STEWART-WARNER 
IExcellence| 


CORPORATION 


1850 Diversey Parkway, Chicago 14, Illinois 





U.S. ROYAL WIRE-BRAIDED GASOLINE PUMP HOSE 





in proof-of-performance test 


dramatically outlasts conventional hose 


INTERSTATE 











Employee C. W. Brewer, Jr. gasses motor powering the refrigerator unit on this 
reefer truck, demonstrating why pumps must use 18’ lines. 


James W. Harper is manager of Interstate Truck Termi- 
nal (Ulmer, S. C.). The place boils with activity 24 
hours a day, 7 days a week. More than 50,000 trucks 
and 20,000 passenger cars a year are fueled. Some of 
the busiest pumps have served 50 trucks in a 24-hour 
period. 

“This hose stands up under the most severe type of 
service. Trucks run over it and there is constant abrasion 
and squeezing, but there is no leakage. Although the 
hose we've used in the past lasted only 6 weeks, U.S. 


Royal Wire-braided Gasoline Hose has lasted 7 months 
so far and is still as sturdy as ever.” This kind of 
service under these conditions explains why U.S. Royal 
Gasoline Hose outlasts, outperforms and lowers operat- 
ing expenses. You can’t beat the “U.S.” special construc- 
tion features. Approved by Underwriters Laboratories. 
WHEN YOU THINK OF MARKETING HOSE, THINK OF 
YOUR “U.S.” OIL EQUIPMENT JOBBER. HE HAS A 
SUPERIOR HOSE FOR EVERY MARKETING NEED. 
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Big 12-pump gas StatiOn (one of the busiest 
inthe East) fuels over 70,000 vehicles a 
year with U.S: Royal’ Gasoline Hose 
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Interstate Truck Terminal, Ulmer, S. C. This station has 12 
pumps. Restaurant and store are in back d; shower, 
sleeping quarters, lounge and barbers r truck drivers 
are in area at right. Photo shows five trucks and one passen- 
ger car being serviced at one time. 


a 


Attendant fills truck tank with U.S. Royal Hose. 
Note extreme flexibility and ease of handling. 

(at left) Station Manager James Harper shows how 
previous hose at left was flattened and cut when 
truck ran over it. U.S. Rubber -hose at right, which 


has been run over repeatedly, still remains in 
perfect shape. 


Mechanical Goods Division 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 
Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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roe Menivion system TESTING | 
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SPOT ANY IGNITION TROUBLE 
IN 3 TO 5 MINUTES 











mc ce mm 4 rae ann 





DWELL TACH te}, iegiel, | 


NO CALCULATIONS NEEDED—direct reading from color-coded dials 


tune-up jobs 


WitH tee Sew 


INSTRUMENTS 
FOR IGNITION SYSTEM TESTING 


Anytime you have access to a customer’s car . . . for lubrication, oil change, washing, minor 
repairs ... you can boost your profits by running a Quick-Check on the ignition system. 


In just 3 to 5 minutes, you will check: 

¢ Points condition « Ignition output Coil, secondary wiring, 

e Engine idle speed « Ignition reserve distributor cap and rotor, 
¢« Dwell (points spacing) spark plugs and timing 


Just a glance at the Vista-View dials on the Dwell-Tach and the Ignition Tester tells the story. 
The procedure is so simple that your customer can immediately see whether a tune-up is needed 
or not. It’s a source of many extra tune-up jobs and parts sales for you, plus a tremendous 
good will booster. 


Light weight, portable Quick-Check instruments 
are precision engineered, yet you will be pleased at anreessiiniieaidaiiad, comin 
their modest cost. 4010 Goodfellow Blvd, St. Lovis 20, Mo. 


Please send me a copy of your Lincoln Quick-Check instru- 
ments Bulletin 301. 


Send coupon for Bulletin 301 and contact your Lincoln vill) 


Name 


Company 


| 7 

| = 

| 

| Address __ . vin alice lows 
City i SU 
1 
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NEW FROM CANCO... 
SNAP-LOCK CAPTIVE CAPS! 


For the first time, a one-piece molded plastic closure for I-style or 

round metal cans. Cap snaps back, stays back as product is poured. AM ERICAN 

Cap snaps down, stays down . . . locks as it closes. And because the 

cap is part of the fitting, it can’t get lost. CAN COMPANY 


These new plastic closures provide sales appeal and convenience 
. with economy! They are ideally suited to containers for prod- > NEW YORK © CHICAGO 
ucts such as household cleansers, lighter fluids, polishes, and auto- bag = EW ORLEANS ¢ SAN FRANCISCO 
motive products. They also give added sales appeal to packages — 
for dry granulated products. Interested? Get the full story on 
Canco’s new snap-lock captive caps from your Canco salesman. 


HARCOAL 

IGHTER Automotive 

L UWID a Products 
a 


4 


_— Ss oe 
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Pressure-cap tester 


. . is said to check all popular pressure 
caps without the use of adapters. For 
quickly locating leaks in motor block, 
water pump, heater, transmission inter- 
cooler, bolts, gaskets or radiator hoses. 
Truckstell Mfg. Co., 3490 W. 160th St., 
Cleveland 11, Ohio. 


Tool tray 


. Called the G-E Tool Minder is 
designed to fit on radiator caps and hold 
all tools normally used in working under 
the hood. Offered free to service station 
dealers who buy 24 G-E sealed beams 
during April and May. General Electric 
Co., Nela Park, Cleveland 12, Ohio. 


Spring cushions 


. consists of only two sets—one two- 
door and one four-door—said to fit 
85% of all 1949-60 passenger cars. The 
new Farber-Rite line comes in five col- 
ors and a variety of materials, with 
three-dimensional silver backrest insets. 
Farber Bros. Inc., Memphis, Tenn. 


Power-brake kits 


. include essential parts for complete 
overhaul of Bendix, Moraine, Kelsey- 
Hayes and Hydrovac units. Six types of 
parts assortments are available covering 
sections only or complete recondition- 
ing. C. E. Neihoff & Co., 4925 Lawrence 
Ave., Chicago 30, Ill. 


Seat-cover line 


. are now available with a new fea- 
ture known as the Neva-Tilt rim that 
slips into the opening between the seat 
back and the seat itself. It is said to 
hold the back of the cushion against 
the seat back at all times and to keep 
the entire cushion in place. Mitchell 
Mfg. Co., Ft. Smith, Ark. 
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Tire-changer tool 


. called the Quick Switch, is designed 
for use with all center-post tire changing 
machines. It can be used to mount and 
demount both tire beads at the same 
time. Smooth ends permit fast work with- 
out bead damage. May Brothers Mfg. 
Co., 21300 Eureke Rd., Taylor, Mich. 


Display unit 


. . . has just been developed by Ray-O- 
Vac and is called a Pilfer-Proof Safety 
Center. Spring-loaded metal rod pins a 
row of flashlights in place discouraging 
pilferage. Second rod holds polyethylene 
bags, each containing a pair of batteries. 
Bag is called Glove-Compartment Pak, 
carries “stay fresh for years” label and 
40¢ price tag. Ray-O-Vac Co., 212 E. 
Washington Ave., Madison, Wis. 








You can 


use this 


PUMP ANYWHERE 


—no need for electricity 


TOKHEIM 


portable gasoline-powered pump 


...-for motor fuel 


» «On construction jobs ...0on the waterfront 


...%4In farmyards...or distant fields 


Self-priming, positive displacement, 
rotary vane-type pump...operated by 
2% horsepower engine with recoil 
starter ...delivers 15 gallons per 
minute. Has 100 gallon counter with 


General Products Division 


TOKHEIM CORPORATION 
Fort Wayne 1, Indiana 


1650 Wabash Ave. 


continuous register .. . flow-type me- 
ter... finest air-dried, baked enamel 
finish ... 10’ of hose, nozzle. Guaran- 
teed for one year. See your Tokheim 
representative. Write for new bulletin. 


SYMBOL OF EXCELLENCE 


JOKHEIM 





Subsidiaries: GenPro inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 4 nt 
Toronto, Ontario; Tokheim international, A. G., Lucerne, Switzerland 
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TBA Literature ... 





Tire changers 


. are described and illustrated in a 
new 8-page catalog covering the May 
Brothers line of automatic tire-changing 
equipment. Included are both car and 
truck tire-changing machines and a full 
line of mounting tools, bead expanders 
and accessories. May Brothers Mfg. Co., 
21300 Eureka Rd., Taylor, Mich. 


TBA Suppliers . . . 





Phillips Petroleum has something new 
in its TBA line: A dry-chemical fire 
extinguisher called the Ansul Monitor. 
It’s spherical-shaped and has a bright 
red finish. Extinguishers of this type are 
required on boats in most areas. 

e 


Bowes “Seal Fast” Corp., Indianapolis, 
now has a credit card, but this one’s for 
service-station operators who want to 
charge TBA merchandise which Bowes 





getting ready for 
more business? 

















If your business is growing, the need for a more efficient and adequate 
air power supply means that you should be considering QUINCY COM- 
PRESSORS. From cushioned steel valves to Lynite connecting rods . . . 
from famous Safe-Q-Lube to Loadless Starting, QUINCY COMPRESSORS 
are pioneered for the future. That simply means they’re built to keep up 


with the heaviest air power demands month after month . . . 


and that’s 


what a growing business like yours demands. 


SEE THE NEW “Q-LINE” 
TODAY—a complete line 
of tank-mounted com- 
pressors frem 1 te 90 
CFM. 


uine 


COMPRESSORS 


QUINCY COMPRESSOR CO., Quincy, Illinois 
Makers of the World's Finest Air Compressors 











distributes through 500 franchised truck 
distributors. Bowes has been building up 
its TBA line and now handles tire-re- 
pair materials, brake fluid, wiper blades, 
filters, radiator hose, caps and chemicals, 
and battery cables. 
@e 

For a special promotion, Fram Corp. 
has picked for a dealer premium a West- 
inghouse appliance called a “Dog-O- 
Matic,” a device that cooks six hot dogs 
in 90 seconds. Dealers can get the pre- 
mium, along with three extra filters, for 
$7.95, with orders for 30 Fram filters. 

2 

United Motors Service Div. of Gen- 
eral Motors is using as a consumer pre- 
mium an offer of a pogo stick to all 
purchasers of a pair of Delco shock ab- 
sorbers. Pogo stick displays in station 
windows go with a sign asking: “Does 
Your Car Ride Like a Pogo Stick?” 


e 
British American’s 2-year-old program 
of paying its dealers an annual bonus 
based on sales of the B-A TBA line 
took a big jump last year. Total bonus 
payments reached $250,000, up $100,000 
over the previous year. 


s 
Standard of Ohio is adding the new 


Atlas spark plug to its TBA line in addi- 
tion to the Champion and AC plugs al- 


(Continued on page 200) 


YOU CAN WIN 


A $2300 ROUND TRIP 
TO RIO FOR TW 








or one of over 2400 
other valuable prizes 


Watch for the news about the 1960 


PUROLATOR 
142,000 


PRIZARAMA 
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REAL ESTATE DEVELOPER John C. Williams, is the 
man who starts the production line by converting house- 
hunters into home owners, with the help of . . . 


R 


HEATING CONTRACTOR C. A. “Bo’’ Newcomb installs 
the heating system and then recommends Gulf Solar Heat and 
the Carolina Fuel Oil Company, tossing the ball to... 


BANK PRESIDENT C. L. “Cliff Benson, whose bank pro- 
vides the mortgage. Cliff also supplies building materials for 
the homes .rom another o: his business interests. 


HEATING OIL SUPPLIER Shelby Alford, who gets the 
new home-owner’s signature on a heating contract and then 
keeps him satisfied with Gulf Solar Heat. 


THEY STUDIED EVERY FUEL OIL ON THE MARKET AND... 


Gulf Solar Heat Brought 
‘These Experts Together! 


This Solar Heat partnership gets the lion’s share 
of new home business in Raleigh, North Carolina. 


One partner builds and sells houses. Another sup- 
plies building materials and finances house sales. A 
third installs and services heating systems, and of 
course, always recommends Gulf Solar Heat. A 
fourth partner runs the Gulf Solar Heat business— 
busy Carolina Fuel Oil Company. 
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They’re getting a lot of other new business, too, 
by switching people from ordinary heating oil to 
hydrogen-purified Gulf Solar Heat. Service never 
is a problem because Solar heat burns clean. 


For complete information on the 
many advantages of being a Gulf Solar 
Heat brand reseller, phone your near- 
est Gulf office collect! 


SOLAR HEAT 
Go one better—Go Gulf heating oll 


199 
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feady carried. Sohio is also taking on a 
new wax product in addition to the 
Johnson line. The new wax is of the 
type that cleans and waxes in one appli- 
cation. Called Sohio Car Wax, it’s being 
made in the company’s own plant. 

& 

The new suppliers committee for the 
Oil Industry TBA Group, chosen at 
the St. Louis convention consists of 
Hugh Bullock, Olin-Mathieson Chemical 
Co., chairman; Ed Stevens, Mansfield 
Tire & Rubber Co.; and Walter Ander- 
son, Globe-Union Inc. 


Tire retreading is getting special at- 
tention from United States Rubber this 
year. A year-long series of two-and-a- 
half day clinics is being held at the 
Indianapolis tread rubber plant and the 
Fortville, Ind., retreading center. Pur- 
pose is to promote the highest standards 
of retreading among U. S. Royal dealers. 


e 

Manufacturers of brake fluid call at- 
tention to the fact that a minimum 
specification of 400-deg. F boiling-point 
fluid is mandatory in 22 states. 





THIS STATION 
PROMOTION <= 
SOLD 243,000 ~~ 
GALLONS 


PROMOTION: Simple! This 1500 page 8-vol- 
ume encyclopedia offered for 39¢ a volume. 
This Webster's Illustrated Dictionary offered 
for 69¢. WITH PURCHASE OF 10 GALLONS 
OR MORE. 


RESULTS: Fantastic! Literally hundreds of 


243,000 
over 

normal 
gallonage 

in 3 months 


webste!> : 
Tilustratee 
pictiona” 


e 


new customers for each station ...customers 
that come back weekly... stations in all kinds 
of neighborhoods, against tough competition. 
All this for a few-hundred dollar investment in 
ads and signs, a zero investment in these ‘hot’ 
self-liquidating premiums. 


LOOKING FOR WAYS TO SPARK YOUR SALES? Write today. YOU GET BOOKS 
ON CONSIGNMENT, pay only as you use them. You make no investment, 
pay no money till you make sales. Write for case history proof of performance 


and samples. 


Call or write Mr. Hamming 


BOOKS, INCORPORATED 


1140 Broadway, New York City / Phone: LExington 2-5767 





TBA People... 


Wylie R. Phillips has been named divi- 
sion TBA manager for Gulf Oil Corp.’s 
Houston division, covering Texas, Okla- 
homa, and New Mexico. He succeeds the 
late J. Hugh Pegoda, who died in Sep- 
tember 1959. 





aa 

F. R. Middleton 

has been named 
sales manager of 
the replacement 
division of Mon- 
roe Auto Equip- 
ment Co. He was 
field sales manager 
for the Herbrand 
Div. of the Bing- 
ham Herbrand 
be yy Corp. for the past 
nine years. A past 

Middleton member of _ the 
board of governors of the Automotive 
Warehouse Distributors Assn., Middle- 
ton was awarded a service plaque in 
1959 for having done the most to clarify 
distribution problems. 

” 

M. E. Munns has been promoted by 
General Tire to special representative, 
petroleum company sales, with headquar- 
ters in Albuquerque, N.M. He joined 
General Tire in 1956 as a Kansas City 
territory salesman. A native of Missouri, 
Munns served three years in the U. S. 
Air Force, leaving with the rank of flight 
officer. 

. 

A list of changes in the Purolator 
sales department includes seven promo- 
tions to district manager. Their names 
and territories are: Lawrence J. Vor- 
bach Jr., metropolitan New York; Car- 
roll B. Clark, Georgia; Frank B. Hart, 
northern New Jersey; Edwin J. Henge- 
hold, southern Ohio; Robert S. King, 
Kentucky; Robert G. Lindenberger, St. 
Louis; Jerome W. Wellerriter Jr., Michi- 
gan. 

cs 

Gould-National Batteries Inc., has 
named four new branch managers. 
A. M. Spencer is now manager of 
the newly formed southern region. 
He joined Gould-National in 1935, 
doing time-study work at the Depew, 
N.Y. plant. He was tecently sales 
manager at Memphis and before that 
was a fleet field engineer. Russel E. 
Dean is the new manager at Kansas 
City. A former representative for Car- 
nation Milk and Gillette Safety Razor, 
Dean has been in Gould’s St. Louis 
area since 1957. R. H. Melton has 
moved up from salesman 'in the Mem- 
phis district to manager of the Mem- 
phis division. C. J. Dron, former Okla- 
homa City salesman, is now mana- 
ger of the Dallas division. He was at 
one time sales representative for 
Bendix and Crosley, Motor Power 
and Equipment, and Avco Distribut- 
ing Corp. 
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GLASS CASSEROLE with cover and warm- 
ing stand is designed for cooking and 
serving. The 2-qt. container has_attrac- 
tive designs fired in. Two 8-hour candles 
are included. Price is about $2.50 on 
bulk orders. Club Aluminum Products 
Co., 825 26th St., La Grange Park, Ill. 


GREETING CARDS for all occasions are 
packed in a sturdy box. Birthday, get- 
well, and other cards make up a kit of 
21 cards with matching envelopes. Price 
is 50¢ per box, mailed directly to con- 
sumer. Elmira Greeting Card Co., 
Elmira, N.Y. 


RELIEF MAP of the world is framed and 
ready to hang. It measures 28142x18% 
in. and is printed in eight colors. Raised 
surface reveals topographic details. In- 
cluded is a slide-out map index for lo- 
cating place names. Price is $9.95. Aero 
Service Corp., 210 E. Courtlandt St., 
Philadelphia 20, Pa. 


FLASHLIGHT comes in black enamel or 
assorted colors. Operating on two stand- 
ard batteries, the flashlight operates by 
pushbutton or switch. Price is $1.95 per 
dozen. Case holds 25 dozen. Astra Trad- 
ing Corp., 175 Fifth Ave., New York 
10, N.Y. 


TRAVEL GUIDES published by the Duncan 
Hines Institute may be used as premi- 
ums, sold at the pumps, or distributed 
as a credit-card giveaway. Unit price is 
75¢ per book on bulk orders. Price in- 
cludes shipping and imprinting. Duncan 
Hines Institute, 408 E. State St., Ithaca, 
N.Y. 


Premiums 


ICE-CUBE CONTAINER called an “Igloo” 
comes in various colors. Individually gift 
boxed, the containers can be personal- 
ized. Price on 2-quart size is $1, $1.50 
on 4-quart size. Minimum order is one 
dozen. Automotive Rubber' Co., 12550 
Beech Road, Detroit 39, Mich. 


MIXING BOWLS are banded in yellow, 
turquoise, and coral. Called “Colonial 
Kitchen,” the style is available both 
decorated and plain. The three piece 
sets are packed eight to a carton. In 
bulk orders, sets can be purchased for 
about 80¢. Anchor Hocking Glass Corp., 
Lancaster, Ohio. 








April, 1960 + NATIONAL PETROLEUM NEWS 


EVER-TITE COUPLING CO 
254 West 54th Street: New York 19. N.Y 
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Here’ s the new way to sell tires... at ata profit! : 
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THE TIRE THAT 
DOESN T GET TIRED 


NOW! THE TIRE THAT DOESNT GET. TIRED 


Tokes regolr oir pressure... sat Sloe end wie thaw you slo tp iw 








i U. S. ROYAL — 





“ensiel ads like this in LOOK 
and SATURDAY EVENING POST will help 
dealers sell more tires at a profit! 


psy ifsc: — ——. + Pk oe AND THERE'S A NEW WAY TO SELL BATTERIES ... 
at gets across the really big difference between 

U.S. Royal “Low Profile” tires and ordinary tires. AT A PROFIT 

Thoroughly proved as the sure way to gain reader NEW simplified line, NEW simpli- 

interest and acceptance, it’s setting the U.S. Royal fed pricing end selling, NEW = 

T.B.A. Dealer apart in his market as the only are what make the all-NEW U.S. 

place to buy “THE TIRE THAT DOESN’T GET Royal battery program a sure profit- 


TIRED.” Another example that great things are rorana — 
happening at U.S. Royal. PLUS A COMPLETE LINE OF AUTOMOTIVE ACCESSORIES 


U.S. ROYAL & TIRES 


United States Rubber 


ROCKEFELLER CENTER, NEW YORK 20, NEW YORK 
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WATCHES can be used as prizes or in- 
centive awards. Man’s “Bayonet” style 
is waterproof and dustproof. It has sweep 
second hand and leather strap. Price is 
$10. Woman’s watch with cord band is 
also $10. United States Time Corp., 375 
Park Ave., New York 22, N.Y. 


Ti PLANT is packaged in polyethylene 
bag with car label. Minimum care is 
required for the indoor plant. Price is 
17¢ each in lots of 200 or more, shipped 
anywhere in the U.S. Price drops on 
larger orders. Four weeks is needed for 
delivery. Orchids of Hawaii, 305 Seventh 
Ave., New York 1, N.Y. 


STADIUM SEAT has weatherproof red, 
grey, or green vinyl covers. Back and 
seat are padded. It folds into a compact 
unit complete with carrying handle. Unit 
price is $2.23 plus shipping. Seats are 
packed six to a carton. Alston Enter- 
prises, 2971 Harrisburg Road, N.E., Can- 
ton 5, Ohio. 


Premiums 


‘HOT DOGGER’ completely cooks six 
frankfurters in one minute. Operates on 
115 volt A.C. Lid is transparent plastic. 
Price in large quantities is $3.39 each. 
This includes the supplier’s promotional 
plan. National Presto Industries, Eau 
Claire, Wis. 


WINDSHIELD SCRAPER has a spring clip 
attached for holding toll change. Unit 
price is 28¢ in orders of 1,000. Price 
includes imprint on head or handle. 
Made to fit on the sun visor, the scraper 
comes in a variety of colors. Advertisers’ 
Publishing Co., 944 Wall St., Ann Arbor, 
Mich. 


COMIC BULLETINS imprinted with com- 
pany names satirize the popular busi- 
ness forecast newsletter. Each month 
the supplier covers a different topic: 
sports, medicine, the stock market. 
Charge for imprinting and mailing 100 
for three months is $16.60. Marvic Co., 
861 Manhattan Ave., Brooklyn 22, N.Y. 
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QUICK COUPLERS 


aed 


633-A 


The Fastest, Safest, 
Gurest Coupling Known 


Or 


opw 


BRONZE - ALUMINUM + MONEL 
STAINLESS STEEL + SEMI-STEEL 


ALL STYLES OF ADAP- 
TORS FIT IN ALL STYLES 
OF COUPLERS OF THE 
SAME SIZE. 
Perfectly tight, no leak con- 
nection in seconds. Kamloks 
couple and uncouple in- 
stantly regardless of “hook- 
up 








Write for Free Bulletin F-10R 


OPW CORPORATION 





2735 Colerain Ave., Cincinnati 25, Ohio 
Kirby 1-5400 
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IT'S a = 
FLOTROL, 9 


proval. Priced at $1, it installs without 
tools and is adjustable. It’s designed for 


wo a \\ use on children aged 1-10. Ambassador 
bs 4 Leather Products, 54 Lispenard St., New 
os York 13, N.Y. 


Flo-Trol is a small feature 

on Blackmer Flo-Master Hand 

Pumps, but it does big things for safe 

liquid handling. Just a flip of the 

Flo-Trol lever provides automatic “drain-back” of liquid after 





each pumping operation. If the container is full and the pump handle 
is on the backstroke, the operator can return it to the upright 
position without causing the liquid to overflow. 

Eliminates dangerous and costly spillage, keeps pump handle 

out of the way, contributes to safety and good house keeping. To 
learn about other Flo-Master features, see your Blackmer 
distributor or write for Bulletin 310. 


UTILITY KNIFE SET consists of carving 
knife and fork, pastry cutter and server, 
citrus knife, and paring knife. Handles 
are horn-colored plastic. Price per boxed 
set is $1.09. Minimum order is 108 sets. 
“liquid materials handling"® equipment Lifetime Cutlery Corp., 54 Knicker- 


<— Ag . bocker Ave., Brooklyn 37, N.Y. 
BLACKMER / ~~ 


aS 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under “Pumps” in the Yellow Pages 








Two convenient kits ... One repairs all Buckeye, One repairs all OPW! 


Sove time... . Save storage spoce with these new Searle Nozzle 


Repair Kits. Each kit contains most commonly replaced items... CAR BLANKET is packed in a zippered 
for quick easy repoir. plastic case. Packed, it serves as a cush- 
ar ag ce San pp manne od gatas ms for Service ion. The blanket is plaid and measures 
1‘ ' 1 vil ‘ nt. M n 
— eee 50x60 in. It’s a blend of orlon, acetate, 
and rayon. Price is $7.32 on an order 
of 1,000, but changes with quantity. 
: roe Troy Blanket Mills, 200 Madison Ave., 
2105 N. Marianna Ave. Los Angeles 32 New York 16, N.Y. 
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builds your business. Quality of products... 


quality of service...and the quality impression you make. LUSTERLITE Por- 


celain Enameled Steel Service Stations guarantee that quality impression. 
Bright and sparkling. Never need painting. Easy and inexpensive to clean. Any 


colors, many textures. Bring first-time customers in...bring “regulars” back. 
Get the whole story from 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


LUSTERLITE 





PORCELAIN ENAMELED STEEL SERVICE STATIONS 
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ee 
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CITIES SERVICE 2 


GASOLENES 


ne 








ECONOMY 








The Winning Combination for 
Cities Service Dealers and Jobbers! 


Strong Nationally Planned Advertising 
Pius Local Station Promotion Support! 
That’s the combination that will win extra profits for 
Cities Service dealers during 1960. Aggressive advertis- 
ing support like full-color ads in the Saturday Evening 
Post . . . widespread coverage with 24-sheet posters, 
painted boards and spectaculars ... and market-by- 
market radio, TV and newspaper coverage. 

This impressive advertising lineup will be supported 
by intensive station promotions and point-of-sale ma- 


terial. It’s a super-charged campaign for 60 with one 
purpose in mind ...to build traffic, gallonage and profit 
for the Cities Service dealer and jobber. 

For the full story of what Cities Service can do for 
you as a Cities Service dealer or jobber, write: Cities 
Service Oil Company, Sixty Wall Tower, New York 5, N.Y. 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND © MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS @ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 


This Month's Highlights 


Supply and Demand: Gasoline sales this summer should be higher than last. 
But early-year forecasts of a 3% gain in demand in 1960 over 1959 may have 
to be trimmed, Smaller yearly gains seem likely in the future 

Market Ovticok: Summer-fill prices for distillate will be very low this year. 
Outlook in the Midwest is for an 8¢ gal. price when the discounts are in. But 
gasoline prices are expected to strengthen as spring begins 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find 
this data: 


PRICE INFORMATION 
Market barometer 


Refinery/terminal prices - 
Tank-wagon prices 


NPN gasoline index 





Petroleum Indicators 











' NPN PRICE AVERAGES* 
MILLIONS OF BBLS. Refinery/Terminal 


(¢ per gal.) 


March Feb. March 
1960t 1960 1959 


GASOLINE* Gasoline 
(regular) 11,31 11.23 11.87 
Kerosine oe oe a 
. Distill: ate ‘ 6 + 
DISTILLATE * ‘a Residual 4.56 462 490 
4 principal 
products 8.87 889 9.49 
Lube oil 23.14 23.14 21.53 
Crude at well 
2.89 


HP eamnen ee 2 eens OANEEEE Snares, , | "4 ($ per bbl.) 2.88 


mr 2.88 
RESIDUAL * " cacbiaiaadl 
1 eighted average price, princi- 








‘ pal markets, Crude prices 
1 a | of month, not monthly average. 
J FM tThrough March 11. 





UR Be Ree EO 
N DJ F M A M 

















1958 1959 1959 1960 4 
* Hawaii included from March °60 on. ¥ 





MONTHLY SUPPLY TRENDS 


Primary stocks (Last Day)* March 1960+ Feb, 1960 March 1959 
Finished and unfinished gasoline (thous. bbl.) 221,125 217,254 218,612 
Kerosine (thous. bbl.)** 20,536 22,040 18,688 
Distillate fuel oil (thous. bbl.) TT 91,176 105,767 80,662 
Residual fuel oil (thous. bbl.)+t 43,227 44,832 57,210 
Crude oil—B. of M. (thous. bbl.) 254,234 253,025 254,940 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 8,090 8,207 
Foreign crude included (thous. bbl. daily) 986 931 
% of refinery capacity operated i 82.9 84.4 


Refinery Output 
Gasoline (thous. bbl. daily) ‘ 4,081 4,072 
Kerosine (thous. bbl. daily) 321 306 
Distillate fuel oil (thous. bbl. daily) 1,831 1,987 
Residual fuel oil (thous. bbl. daily) 1,021 1,051 


Crude Supply 
U. S. crude oil production (thous. bbl daily) 7,280 - 7,188 
Crude oil imports (thous. bbl. daily) 985 907 


*Hawaii included beginning March 1960. 
tThrough March 11. 
**Inctludes commercial jet fuel beginning March 1960. 
tIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY DEMAND TRENDS 
Latest Month 


Exports of crude and refined products (thous. bbl.) 7,496 (Dec.) 

Average station gasoline price, ex tax (¢ per gal.) 20.20 (March) 

Service station sales—all commodities ($-million) 1,336 (Jan.) 

+Gasoline consumption (million gal.) 

Service station permits (number) 

Passenger cars——domestic shipments (thous.) 

Trucks and buses—domestic shipments (thous.) 63 
Passenger car replacement tire shipments (thous.) 

Replacement battery shipments (thous.) 

Oil burner shipments (thous.) , 78 


tExcludes Alasaka. 
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Supply and Demand 





‘Gas’ Demand: Today and Tomorrow 


Here are sales prospects for 
this summer and coming years 


&TER A SLOW START in Jimuary, gasoline 
demand started to pick up in February, Eco- 


gasoline shipments from U.S. refin- 

wary were about 3,665,000 b/d, 2% 

actual total demand in January 1959. 

” Severe storms over much of the ccuntry have been 

holding down gasoline use as motor 

th Jan and February. The indicated 

gasoline demand in February was around 3,685,- 

larger than in January, and 

higher than the February 1959 demand of 
b/d. 

in gasoline sales in the first two months 

handicap the industry in reaching 

the over-all 3% gain in demand in 1960 over 1959, 

which was forecast at the start of the year. The lag 

also spurred the buildup in gasoline inventories 

tefineries. At the start of the year, total U.S. 

ine stocks of 188,263,000 bbl. were 3,165,000 
bbl. greater than at the start of 1959. On Feb. 26 
these inventories were 215,623,000 bbl., 7,391,000 
bbl. (3.5%) larger than on Feb. 25, 1959 (see 
table below). Total stocks on Feb. 26 were higher 
than the 1959 peak of 214,695,000 bbl. reached 
on April 10. 

The heaviest buildup in stocks since the first of 
the year has been in the mid-northern refining dis- 
tricts, comprising Minnesota, Wisconsin, the Dako- 
tas, Indiana, Illinois, Kentucky, Tennessee, and 
part of Ohio. Indicated shipments of gasoline from 
refineries serving this area, which has suffered 





Pri Refining 
ase 26, 1959 
data) 
26 Change, 

1959 Bbis. 

45,592 —1,334 

40,191 — 886 

85,783 —2,220 


42,590 +5,815 
22,120 — 196 

7,508 + 748 
21,602 +1,168 
93,820 +7,535 


+5,315 | 
+2,076 
+7,391 . 











April, 1960 + NATIONAL PETROLEUM NEWS 


ees hes 


U:S. Gasoline Demand and 
Motor-Fuel Consumption 1949-1959 
L billion bbis. annually 


15 


' T 
14 5-year gain: 34.5% 








1.3 yj. $. GASOLINE 
DEMAND 

1.2- 
1.15 
1.04 
0.9- 
08+ 
0.7-- 

b gute eas Weve ret 


0 Demand date, Bureau of Mines; _| 
"% fuel 











motor- Consumption, 
Bureau of Public Boods 
: i ; : : iL : ; i 
1949-50 51 52 53 54 55 56 S57 58 














heavy snowstorms, were lower this February than 
last. In these districts, gasoline inventories of 39,- 
976,000 bbl. on Jan. 1 were 1,600,000 bbl. higher 
than at the start of 1959. By Feb. 26; stocks of 
48,405,000 bbl. were 5,815,000 (13.6%) larger 
than on Feb. 26, 1959. 


Long-Range Outlook 

A continuing tread of smaller yearly gains in 
gasoline demand is indicated by the latest data 
from the. U.S. Bureau of Public Roads. The 
bureau’s figures are based on motor-fuel consump- 
tion, which now is about 88% of total gasoline 
used in the U.S. The above chart shows the trend 
in domestic gasoline demand from 1949 through 
1959, and the proportion used as motor fuel. 

The bureau estimates motor-fuel consumption 
in the U.S. in 1976 will be 97.144-billion gal. 
(2.313-billion bbl.), compared with 1.193-billion 
bbl. in 1956. This represents a volume gain of 
94% over the two decades. On a year-to-year 
basis, this is a much smaller average rate of gain 
than the industry has been accustomed to. Several 
authorities have estimated about a 3% gain in 
each of the next five years. 

The bureau estimates 114-million motor vehicles 
will be registered in the U.S. by 1976, about 75% 
more than the 65,154,000 registered in 1956. 
Vehicles will travel more in 1976, the Bureau be- 
lieves, reaching an average gasoline consumption 
of 855 gal. for all types of vehicles. This would be 
up 11% from the average of 768 gal. in 1956. 

Both the short-range and long-range outlooks 
im gasoline demand seem to call for continuing 
restraint in the volume of crude oil processed in 
the USS. | 








April Takes a Backward Look 


Ce ee ee ee 

in history—are chilling Chicago refiners. The price drop to 8.75¢ gal. 
for No. 2 2 fuel on Feb. 29 chopped local postings to the lowest point since Jan. 
6, 1950. 

Despite the late-season buying flurry that came at the point of panic, further 
price cuts to stimulate off-season sales seem inevitable. Last year the March 15 
price was slashed 1¢ gal. by midsummer. In 1958 the slump was 0.25¢ gal., in 
1957 0.5¢ gal. This year jobbers foresee a summer-fill price of 8¢ gal., which 
would mean a 0.75¢-gal. cut. _ 

However, suppliers say they are determined to maintain a stiffer attitude when 
next season’s contract terms are discussed. Sellers who have been guaranteeing 
winter-long discounts off a generally recognized open-market price express dis- 
gust with their experience. In 1960-61, they warn, contracts will call for “all or 
nothing at all.” But some wonder whether the old law of supply and demand (and 
surplus and discounts) will cause history to repeat itself. 


Can ‘Gas’ Make Money? 


April gasoline prospects promise to lift some of the gloom throughout mid- 
country. Rural demand should start booming as the vast amount of plowing left 
over from November, especially on winter wheat, gets under way. Pleasure drivers 
are expected to make up for their snowbound, stay-at-home March. _ 

Inventories, already in satisfactory balance along the Great Lakes Pipe Line, 
could soon regain a healthy glow in the Chicago area if crude runs are held down 
to refiners’ promises. And the success of price hikes in Group 3 in March is en- 
couraging other area sellers to do likewise as soon as possible. 


Propane Price Outlook 

The late-season cold spell postponed the predicted March 1 decline in contract 
propane prices. LP-gas suppliers say it'll be April before the season’s second drop 
comes. 


Key Crude Oil Prices (as of March 15) - Gasoline Index 


United States 
California : Dealer T.W. Tank Car 


7 Wilmington, 31 gravity (cents per gal.) 
‘exas : y 
West Texas sour, 36 gravity ....... .2.79-2.83 
ey Pee ae oan. 
ma sweet, 36 gravity ....... 2.97 
Williston Basin 
Dealer index is an average of dealer tank wagon 


prices ex tax in 50 cities. 


Tank car Index is weighted average of following 
wholesale markets for regular-grade gasoline, FOB 
aie refineries or terminals: Oklahoma, Chicago District, 


East 
Persian Gulf, FOB Ras Tanura Minneapolis-St. Paul, California, re Jack- 
Arabian, 34 gravity sonville, Boston, and Gulf Coast. 
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Market Barometer 
PRODUCTS VS. CRUDE GULF COAST 


12.0 





11.0 
10.0 
9.0 
8.0 
7.0 
60 
5.0 
40 
3.0 


CENTS PER GALLON 


+ $3 55 57. 59 JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
‘ 1960 1960 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


4.60 
4.40 
4.20 
4,00 
3.80 
3.60 
3.40 
3.20 
3.00 
2.80 
2.60 


3.00 
2.80 
2.60 
2.40 


DOLLARS PER BARREL 


1.40 1.40 
1.20 1.20 
1.00 1.00 
80 80 
60 60 
YEAR 51 53 55 57 59 JFMAMJJASOND YEAR 51 53 55 57 59 JFMAMJJASOND 
. 1960 1960 
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Refinery and Terminal Prices 


Ali prices are supplied by Platt’s Oilgram Price 
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Jacksonville, Fla. 
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Mobiie, Ala. 
Rog. grade....... 
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Phitadelphia, P 
Prem. grade. . ...17.6-18.7 
Reg. grace 14,5-16.2 


Port & Fla. 
Prem, grade. ....14.8-16.9 
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Refinery and Terminal Prices 
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Tank Wagon Prices 





Prices for gasoline do not include taxes; they Kerosine tank wagon prices also do not in- . 
do, however, include inspection fees, amounts clude taxes; kerosine taxes where levied are 
of which may be obtained by writing to NPN. indicated in footnotes. Discounts, if any, are 
Gasoline taxes, shown in separate column, in- shown in footnotes. These prices in effect March 
clude 4¢ federal, and state taxes; also city and 15, 1960, as posted by principal marketing com- 
county taxes as indicated in footnotes. panies at their headquarters’ offices, but subject 

to later correction. 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 
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MECHANICALLY-OPERATED | 


> REQUIRES NO ELECTRICITY 








ACTUATED DIRECTLY by pres- | 
sure drop across air cleaner |’ 


RISES GRADUALLY to. warn 
when filter is ap 
efficiency limit 

LOCKS IN FULL VIEW when 
filter requires servicing 

No other like it! Operates in oe 
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what happened when. 


C.F Staples 


Discovered 


Twenty-six years ago, C. F. Staples, Sales Manager, Valley Distrib- ” 
utors, Inc., Winchester, Va., discovered the world’s richest, most 
complete motor oil—Pennzoil. And this Pennzoil parts jobber rates _ 
Pennzoil first in sales, outstanding in profits, highest in quality . . 
with top dealer acceptance, year after year! 

Pennzoil motor oils and lubricants give Mr. Staples these selling 
advantages: nationwide product acceptance; Pennzoil ay, ages 
plans and dealer programs; and outstanding service aids, the . 
exclusive Pennzoil Kontax System. Backed by Penaaot's. 06 7000.98 7 
top merchandising and advertising experience. ae 

You may be one of the few distributors or jobbers who meet the 
high requirements for a valuable Pennzoil 
franchise. For information about possible 
openings in your aréa, WRITE TO: 

Pennzoil, Oil City, Pennsylvania. 


Member Penn. Grade Crude Oil Assn. 
Permit No. 2, Oil City, Pa. 
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Write today for Advertising Space Rutes 
NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, M. Y. 





This Is Your Market Place 











-HEMICALS 
New Jersey 
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Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York 


Raetaeene 
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Total 48 States and D. of C...... 0... eek eceiccersceneeneens 
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aj haae ate State tax rates por gation. in addition there is the Federal Tax of four cents (4¢) per gallon. 


(2) Not a State 
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Coming Meetine 





API, Transportation Division, highway con- 
a Hotel, Houston, 


os fat ie neem 8 Ve 
4-7 


23rd Nutional Ol] Heat & Air Conditioning 
Exposition, The Coliseum, New York City, 
Apr. 47. 


Florida Petroleum Marketers Assn., semi- 
ae i a 
Apr 


Petroleam Jobbers Asm, annual 


meeting, John Marshall Hotel, Richmond, 
Apr. 11-12. 


Virginia Of Men's Asmm., semi-annual meet- 
ee Apr. 
1 


omg Marketing tgs 
Homestead Hotel, Hot Por te Va., 
pot 18-19, 


American Society of Lubrication Engineers, 
annual meeting and exhibit, Netherland- 
Hilton Hotel, Cincinnati, Apr. 19-21, 

Michigan Petroleum Asen., Detroit-Leland 
Hotel, Detroit, Apr. 19-20. 


8 ee ne ree 
meeting, Sheraton Plaza, Boston, Apr. 19 


National Petroleum Assn., semi-annual meet- 
ing, Sheraton-Cleveland Hotel, Cleveland, 
Apr. 20-21, 


Nev Orleans, ~ 21-22. 


Colorado Petroleum Marketers Assn., semi- 
annual meeting, Petroleum Club Building, 
Denver, Apr. 22. 
Empire State Petroleum Assn., convention 


and cruise aboard Queen of Bermuda from 
New York City to Bermuda, Apr. 23-27. 


Indepencent Petroleum Assn. of America, 
mid-year meeting, Denver Hilton Hotel, 
Denver, Apr. 24-26. 


Off Indastry TBA Group, Pacific section, 
El Cortez Hotel, San Diego, Apr. 25-26. 


MAY 


Chicago, May 1-4. 


Tennessee Off Men’s Assn., spring conven- 
tion, Claridge Hotel, Memphis, May 1-3. 


Of Industry TBA Group, central section, 
Netherlands Hilton Hotel, Cincinnati, May 
2-3. 


Independent Oil Men’s Assn. of New Eng- 
land, annual convention, Statler-Hilton Hotel, 
Boston, May. 5, 


Louisiana OW Marketers Assn., annual con- 
vention, Roosevelt Hotel, New Orleans, May 
6-8. 


Georgia Off Jobbers Assn., North Carolina 
O8 Jobbers Assn., and Sonth Carolina Off 
Jobbers Asm, annual meeting and cruise 
aboard M. S. Italia from Charleston, S. C. 
to Bermuda, May 7-13. 
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oil commit- 


National Tank Track Carriers, 12th annual 
convention and trade show, Mark Hopkins 
Hotel, San Francisco, May 9-11. 


Pennsylvania Petroleum Asm., semi-annual 
ee ee ee 


Greenbrier Hotel, 
Sulphur Springs, W. Va., May 25-27. 


Assn. of American Battery Manufacturers, 
The Ambassador Hotel, Los Angeles, June 


Interstate Ol] Compact Commission, 
ler-Hilton Hotel, Detroit, June 13-15. 
Dealers 


Maine Oil & Heating 
Assn., annual meeting and trade show, 
Samoset Hotel, Rockland, June 14-15. 


Refiners Asm., mid- 
continent regional technical-industrial rela- 
tions meeting, Hotel Lassen, Wichita, Kansas, 
June 15-16. 


mtn. fen Sees ee 
New York City, Oct. 10-12. 

>API Marketing Division, marketing re- 
search commites, Baker Hotah Dallas Oct 


10-12. 

Indiana Independent Petroleum Asm., fall 
convention, Oct. 11-12 (place unavailable at 
publication). 


First Listing 





Indiana Independent Petroleum Assn., 
ree 


Missouri Petroleum Assn., University 
of Missouri, Apr. 12-13. 





MANAGEMENT INSTITUTES 


Wisconsin Petroleam Asm, University 
ms aI G 0h 

University, rege Pee N. Y¥,, (exact 
date unavailable at 


Site Unie, Pace a 


b-Alsbeme Pebuiount delbee Ale 
Nov. i 


si 


lication). 
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Edwards: Putting new life in OOJA 


H. H. EDWARDS, 41-year-old Kerr 
McGee oil jobber in Oklahoma City, 
Okla., has been tabbed as the man to 
pull the Oklahoma Oil Jobbers Assn. 
out of the doldrums it has been in 
for the past several years. 

As a working tool, OOJA has vir- 
tually rewritten its constitution, open- 
ing the doors to commission whole- 
salers. The group has also enlisted the 
support of 14 supplier companies in 
Oklahoma, who have said they will 
help encourage their jobbers to be- 


come members. 

Last year’s membership was 75. So 
far this year, 85 have paid their dues. 
Edwards is shooting for at least 125 
be the end of 1960. 

“We have a hard job to do. We 
will all have to work. I’m very busy, 
but will devote my time as long as 
the .others pitch in. I think they will, 
and I think we will have a very strong 
association, which we need in this 
state,” says Edwards. 

As president of Edwards and Gaunt, 
the new OOJA president runs a dis- 
tributorship that supplies 20 retail out- 
lets in Oklahoma County. Most of his 
business is retail. “We don’t go in for 
commercial business,” he says. 

Fighting price wars that threaten 
to “make me 61 instead of 41,” plus 
other day-to-day problems, leaves Ed- 
wards with little free time. But he 
does manage to devote some of his 
time to a wife, a 10-year-old daugh- 
ter, and a 12-year-old son. 

In the membership drive, Edwards 
says, “We'll concentrate for the time 
being on jobbers, but we have opened 
the doors now to bring in commission 
wholesalers.” 

He reports OOJA intends to become 
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more active in the legislation field. 
This effort will be concentrated on 
stopping national and state legislation 
OOJA feels would be detrimental, 
rather than on trying to get new laws 
enacted, Edwards indicates. 


Allen: He practices relaxation 


FRANK H. ALLEN, newly elected 
chairman of the commission wholesale 
marketers advisory committee of the 
American Petroleum Institute, has out- 
lined some definite objectives for his 
new post. 

“What I'd like to do most,” says 


Long Life Promotional Ideas 
from OHIO THERMOMETER! 


Here are A Few of scores of advertising thermometers, 
rain gages, and barometers manufactured by Ohio Ther- 
mometer. There are small thermometers and big ones— 
up to 39 inches... tube type thermometers and the dial 
type, too... thermometers for indoors — thermometers 
for outdoors... for wall or window. They are accurate, 
rust-resisting, and silk screened for long life. Re-distri- 
bution is easy, thanks to their individual packaging! 
Yes, nothing beats a thermometer for stretching pro- 
motional dollars, as hundreds of blue chip advertisers 
know. Everyone is weather conscious— everyone is ther- 
mometer conscious. Ohio Thermometers tell the temper- 
ature and your advertising story at the same time! 
Check into thermometer 
advertising. Colors and copy 
to your specification. Special 
sizes and designs obtainable. 
Drop shipments can be ar- 
ranged. Write for details. 


Se a ee a 








The OHIO THERMOMETER CO., 7 Walnut 
St., Springfield, Ohio. Please send me your 


, \ ‘ thermometer selection kit. 
SO jp ; » j 
CU, ti } | a sa 
~ 
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nN 





Firm. 





/ 
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—_" Address 


THE OHIO THERMOMETER CO. 
7 Walnut St., Springfield, Ohio 





City & State 
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Allen, general manager of Pure Oil 
Co.’s northern division, “is to strength- 
en past functions of the committee 
and carry out newer accomplish- 
ments.” 

Among the past areas of interest that 
Allen hopes to strengthen are: (1) en- 
couraging compilation and dissemina- 
tion of statistical and factual data; 
(2) fostering the preparation and dis- 
tribution of technical and educational 
material, articles, and talks of interest 
and assistance to commission whole- 
sale marketers; (3) encouraging con- 
signee’s participation in civic affairs 


and securing their cooperation in 
matters of public interest on petro- 
leum markets generally; (4) cooperat- 
ing and coordinating its activities with 
other API committees. 

Commenting on his new chairman- 
ship, Allen concludes: “I hope I can 
do a good job—the commission whole- 
sale market committee is an important 
segment of the petroleum industry and 
is worthy of every effort and atten- 
tion.” 

In 1934 Allen joined Pure as a 
clerk in the accounting department at 
Parkersburg, W. Va. From there he 





eh all 


decrease the problems —increase your profits in fuel oil deliveries 


Specify Ardmore Hose Reels for your fuel oil delivery 
trucks for quality construction and the best in performance. Full 
flow fittings keep head loss through reel line to a minimum. Ruggedly 
built to withstand all hose line pressures. For complete 
information write for the Ardmore Hose Reel Catalog. 


ARDMORE PRODUCTS 


1825 Shermer Road 


Northbrook, Illinois 


Eastern Office: 612 Commerce Road, Linden, N. J. 


HYDRAULIC 

3 om ao 

AIR 

HAND OPERATED 
MODELS 
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COMPLETE 
CHOICE OF 
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| Co., 


| Angeles 


| dale, 
| Nickell (Western Hyway), 


moved into sales and operations until 
1949, when he was transferred to 
Chicago as a marketing assistant and 
later promoted to general manager of 
the southern region. 

Allen has been a member of the 
commission wholesale committee since 
1956, and served as secretary for three 
years. 

Allen believes in practicing the art 
of relaxation when he closes the office 
door. “Outside of work I like to do 
most anything that’s relaxing—I play 
golf and fish only because I enjoy 
them, not because 1 want to win 
prizes,” he says. 

Married for 31 years, the Allens 
live in Wilmette, Ill. where Allen’s 
wife, Katherine, spends much time in 
their garden. 

The Allens have a married son, 
Frank Jr., an attorney in Albuquer- 
que, N.M., whom they try to visit at 
least twice a year. 


NEWS NOTES 





The National Oil Jobbers Council has 
announced the 1960 committee chairmen 
They are: 

Budget and Finance: Richard L. Kuss, 
Bonded Oil Co., Springfield, Ohio. 

Corstitution and Bylaws: James J. 
Swanson, City Oil Co., LaGrange, Ga. 

Executive: E. K. Bennett, E. K. Ben- 
nett Inc., Longview, Tex. (NOJC presi- 


dent) 


Fuel Oil: William F. Kenny Jr., 


| Meenan Oil Co., New York, N. Y. (in- 
| cumbent) 


Industry and Public Relations: Leslie 
R. Neal, Leslie Neal and Sons, San An- 
tonio, Tex. 

Jobber Development: W. D. 
Dahl Oil Co., Norwich, Conn. 

Legislation and Tax: Frank N. Rob- 


Roth, 


| shaw, South Atlantic Oil Co., Palatka, 
| Fla., (incumbent). 


Marketing: Sterling D. Wooten, Woot- 


| en Oil and Fuel Co., Goldsboro, N. C. 


Membership: John Harper, Harper 


| Oil Co., Long Island City, N. Y. 


Nominating: Francis J. Schuster, Troy 


| Oil Co., Indianapolis, Ind. 


Program: W. C. Hidlay, Hidlay Oil 
Bloomsburg, Pa. 

. 
The California Petroleum Marketers 


| Council elected a new president, G. A. 


(Gap) Powell. He’s been an oilman for 
38 years, spent many as a branch man- 
ager for a major oil company. Since 
1943, he’s been a jobber in West Los 
under the Rocket and Rio 
Grande banners. Also elected were: 
northern vice president, Leonard Phelps 
(Signal), Stockton; southern vice presi- 
dent, Jerry Shipkey (Richfield), Ana- 
heim; and Kent Moore (Hancock), Glen- 
secretary-treasurer. Wallace H. 
W. Sacra- 
mento, heads the group’s jobber division. 
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Frank R. Mark- 

ley retires from 

Sun Oil Co. April 

19 after 40 years 

with the company. 

He started as a lube 

engineer in 1920, 

became general 

sales manager in 

1946, and market- 

ing vice president 

in 1950. In 1957 

he became vice 

president of trans- 

pertation even though he was 65, Sun’s 
usual retirement age. 


Irving E. Chap- 
man was named 
assistant general 
manager of Tide- 
water Oil Co.’s 
eastern division. 
Formerly executive 
assistant to the 
president, he’s 
been with Tide- 
water 30 years and 
has held a number 
of marketing and 
administrative exec- 

utive posts in the western division and 
home office. At one time he was vice pres- 
ident of Mitsubishi Oil Co., Tidewater 
subsidiary in Japan. Chapman replaces 
John Gendron, who joined Richfield Oil 





YOU CAN WIN 


A $2200 LARK SEDAN 
BY STUDEBAKER 





or one of over 2400 
other valuable prizes 


Watch for the news about the 1960 


PUROLATOR 
142,000 


PRIZARAMA 





Corp. last summer as general manager of 
transportation and supply. 
@ 


At the division level 14 new positions 
are: Arthur W. Barrell, marketing ad- 
ministrative assistant; Frank S. Col- 
clough, wholesale gasoline sales super- 
visor; Samuel S. Crymble, distributor 
sales supervisor; Thomas A. Differ, 
service-station sales supervisor; Robert 
G. Dow, accessory sales supervisor; 
William W. Kerrigan, reseller sales su- 
pervisor; F. S. Mayer, costs and statis- 
tics supervisor; John F. McGrath, sales 
training supervisor; Mark S. Morrison, 
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commercial sales supervisor; William N-. 
Pilch, accessory sales field supervisor, 
and Allen W. Roth, service-station plan- 
ning supervisor. 
8 

American Oil Co. has a new vice-presi- 
dent of marketing. T. A. Aldridge moves 
to Paris April 1 as director of marketing 
development for Societe Civile Amoco, 
Standard of Indiana's representative for 
foreign market planning. C. H. Coughlin, 
formerly general manager of sales, 
moves up to succeed Aldridge at Amoco. 

Aldridge, marketing vice president 
since 1954, has been with Amoco since 








INSTANT BILLING FORMS 


SAVE OIL INDUSTRY TIME... MONEY 


Baltimore’s standard Punch Cards in Handysets, conveniently 
packaged for use with tabulating equipment, can supply instant 
billing power for the Oil Industry at a new low cost. 


Punch Cards in Handysets come in multiple copy sets to be 
used when needed, packaged in dustproof, polyethylene wrap 

pers with handy pull tab opener. Available NOW in 51 column 
and 80 column cards, they cost much less because of the econ- 
omies of Baltimore’s high speed rotary press production. 


Write today for samples and information or phone your 
Baltimore Business Forms representative. 


Baltimore Business Forms 


3120 Frederick Avenue, Baltimore 29, Maryland 
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1933. Among his titles have been divi- 
sion manager at Charlotte, N. C., re- 
gional sales manager at Baltimore, and 
general manager of sales. 

Coughlin started with Standard in 1927 
as a service-station attendant. He later 
held various marketing posts in Illinois 
and Michigan, and in 1954 was named 
northern regional manager with headquar- 
ters in Milwaukee. In December 1958 he 
moved to New York as Amoco’s general 
manager Of sales, and was elected to the 
board of directors the following month. 


B. L. (Bill 
Ray and his wife 
will be moving to 
Charlotte, N. C., 
in May when he 
retires from Esso 
Standard Oil Co. 
It's his native 
state—though not 
his native city— 
and Charlotte has 
an additional ap- 
peal because their 
married daughter 
lives there. 

Ray has been with Esso’s marketing 
department since 1929 when he left 
Western Carolina College, then a nor- 
mal school, to take a clerk’s job at 
Norfolk. Six years later he was a dis- 
trict manager. He later served as divi- 
sion manager in Virginia and New 





Jersey and manager of the northern 
marketing region, then as assistant gen- 
eral manager and general manager of 
marketing for the entire company. He 
became a director in 1952 and was 
elected a vice president and member of 
the executive committee in 1955. 
a 


Robert L. 

Minckler, _ senior 

vice president of 

Mobil Oil Co., 

will retire about 

the middle of the 

year. President of 

General Petrole- 

um Corp. from 

1948 until it was 

merged into its 

parent Jan. 1, 

Minckler was of- 

fered an executive 

position at company headquarters in 
New York. He declined, however, be- 
cause he wanted to stay on the West 
Coast rather than leave his friends, his 
community activities and his Pasadena 
home. He was with GP for 36 years. 


John S. Routh Jr. has been named 
president and chief executive officer of 
Metropolitan Petroleum Co., New York 
City. He succeeds James P. Drainie who 
resigned. 


Edwin E. An- 
drews Jr. is Esso 
Standard’s new op- 
erations manager 
succeeding Alex 
A. Diffey, recently 
named assistant 
general manager 
of marketing. 
Andrews has 
been with Esso 
since 1930 and 
spent over 20 years 
in the Virginia- 
West Virginia division. He has been 
assistant manager of the Delaware-Mary- 
land-D. C. division since 1956. 
« 
A. C. Rubel, 
president of Union 
Oil Co., will retire 
April 26 upon 
reaching the age of 
65. With Union for 
38 years, he was 
vice president in 
charge of explora- 
tion and produc- 
tion before assum- 
ing the presidency 
in August 1956. 
The board of di- 
rectors announced that Reese H. Taylor, 
would continue as chairman and also 
serve as president. 
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WESTINGHOUSE BULB 


BONUS 


*13% SUN LAMP KIT & 24 WESTINGHOUSE TOWN & HIGHWAY 
SAFE-T-BEAM™ HEADLAMPS...YOU SAVE MORE THAN *5%! 


Buy two cases of these extra benefit 6006 and 6012 head- 
lamps and get the deluxe $13.95 Westinghouse Sun Lamp 


extras for gifts. 


Kit for that Summer tan the year ’round. UL approved, 


the kit contains a Westinghouse Sun Lamp, deluxe re- 


Cail your Westi 


DIVISION, Westi use Electric Corporation, Bloomfield 


222 


se Lamp Supplier or Write: ee ae famed 


REGULAR PRICE $50.91.. 


flector, 6-foot cord. Fits anywhere. Use it at home; get 


... SPECIAL PRICE $45.18 


you CAN BE SURE...1F os Westi nghouse 
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specify or use 
PETROLEUM PRODUCTS 
efficiently—economically 
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This practical 
handbook 
covers 
storage, 
handling, and 
applications 


Here is a master refer. 
ence of methods, data, 
and facts to help you 
effectively supply or use 
today’s petroleum prod- 
ucts. You get expert 
guidance in transport- 
ing, storing, han ing, 
and applying each prod- 
uct, plus a knowledge of 
properties and perform- 
ance, This rich store of 
information is brought 
to you by 32 top special- 
ists—-to help you select 
and use products whi 
best meet today’s re- 
quirements. 


PETROLEUM 
PRODUCTS 
HANDBOOK 


VIRGIL B. GUTHRIE, Editor 
Formerly Editor of Petroleum Processing and 
Managing Editor of National Petroleum News 

Prepared by a Staff of Specialists 
864 pages, 6x9, 459 illus. and tables, $18.50 

, Only $6.50 in 10 days and 
EASY TERMS: $6.00 @ month for two months 
Gasoline, diesel fuel oils, additives, lubricating 
oils and greases, light oils, gas turbine fuels 
and lubricants—these are just a few of the 
products covered in this handbook. It details 
properties which determine performance value 
and explains methods of testing for them, 
describes fields of use, brings you practical 
experience in storing, handling, and transport- 
ing, and discusses the outlook for future 
growth of each product. Specifications, ac- 
cepted standards, and other pertinent data 
are given for commercial types of products. 
And a Reference Data Directory helps you 
quickly locate all published sources for cur- 
rent data on tests and specifications, and other 
essential information. 


Covers such important topics as— 

Automotive oils ¢ diesel fuel oils « distillate 
heating oils ¢« liquefied petroleum gas « air- 
eraft s turbine fuels and lubricants « 
residual fuel oils ¢ reclaiming lubricating 
oils ¢ petroleum waxes « kerosine ¢ indus- 
trial naphthas e prohens ¢ petroleum 
asphalt e¢ pesticides « petroleum coke « 
carbon black ¢ industrial lubrication « gaso- 
line ¢ lubricating greases « crude petroleum 
and natural gas 


10 DAYS’ FREE EXAMINATION 


-————] 
McGRAW-HILL BOOK CO., Dept NP-4 
327 W. 41 St., New York oN Y. 





Petroleum Products Hand- 
on approval. 

Oremit $18.50 

costs; or . n 

a month until $18.50 is 
will return boek postpaid. 


same examination and return privilege.) 


me Guthrie's 
10_ days’ 


Fer price and terms outside U.S., 
write McGraw-Hill tnt’l., N.Y.C. 36 - 





SEARCHLIGHT SECTION 


EMPLOYMENT 
BUSINESS 


DISPLAYED 

individual Spaces with berder rules for prominent 
display of advertisements. 

The advertising rate is $17.75 per inch for all 
advertising appearing om other than s contract 
basis. Contract rate quoted on request. 

Employment Opportunities—$27.00 per inch, sub- 
ject to Agency Commission. 


An advertising inch is 
one colu’ 


%" ly on 
mn, 3 columns—S@ inches—to s page. 





“OPPORTUNITIES 


QUIPMENT 
USED OR RESALE 








OPPORTUNITY 


FOR EXPERIENCED, WELL QUALIFIED 
SALES PROMOTION-MINDED OILMAN 
TO HEAD UP AUTOMOTIVE LUBE OIL 
SALES WEST COAST. EXCELLENT OP- 
PORTUNITY FOR FUTURE GROWTH. 
PLEASE SEND COMPLETE RESUME 
OF QUALIFICATIONS. ALL INQUIR- 
IES HELD IN STRICT CONFIDENCE. 


TIDEWATER OIL COMPANY 
4201 WILSHIRE BOULEVARD 
LOS ANGELES 5, CALIFORNIA 








STEEL STORAGE TANKS 


Railroad Tank Car Tanks 
setae Tae te 


uilding 
Scranton 3, Pennsylvania 


T d 3-1117 











ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 





SELLING OPPORTUNITY AVAILABLE 





TANK WAGONS FOR SALE 


i Autocar, 2000 Gallon Tank, Smith Ticket 
Printer, Elec. Reel, Good Operating Condition, 
134) international, 1000 GALLON TANK, NEPTUNE 
Ticket Printer, ELEC. REEL. CHA ND 
EQUIP. NEW OR REBUILT WITHIN LAST TWO 
YEARS. $1295.00 
HAND OIL COMPANY 
25 South Erie Bivd., Hamilton, Ohio 





Wanted: Manufacturer's representative for old 
established line of lighting equipment, products 
sold to major oil companies, equipment jobbers, 
and independent oil companies. RW-3795, Na 
tional Petroleum News. 





POSITIONS WANTED 





Sales and Operations Manager, College Grad, 
desires contact with strong -progressive jobber. 
Ten years experience with major in all phases of 
Retail Marketing, Operations, Real Estate, Cred- 
it, Office Management, Maintenance. Outstanding 
record, excellent references. PW-2887, Nationa? 


a 


Petroleum News. 





Sales representative (34) eight years experience 
with major oil company plus three years refinery 
experience. Seeks a position that is more ceeerd- 
ing mentally and financially with major oil com- 
pany, progressive independent or equipment manu- 
facturer. 3% years college. Will relocate. PW- 
3960, National Petroleum News. 





BUSINESS OPPORTUNITIES 





Bulk Oil Plants, Propane Gas Plants—Selected 
Properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


Major Oil Company Jobbership five fee proper- 
ties, 28 dealer accounts, 450 consumer accourts 
both fuel and gasoline volume in excess of 3,000,- 
000 gallons good statement. Excellent earnings. 
Price 350,000. Location Upstate New York. 
BO-3985, National Petroleum News. 


For Sale in Indiana—Major Brand Jobbersh 
near 2,000,000 annual gallons—very profitable 
business reason for selling—retirement. BO-3929, 
National Petroleum News. 


For Sale—Major Brand Jobbership in Central 
Texas, annual volume 2,250,000 .» Owned out- 
lets, extra good locations, excellent earnings, per- 
fect climate, 125,000 pop. $100,000 Cash & terms. 
BO-3899, National Petroleum News. 














FOR SALE 


3-10,000 gallons bulk tanks complete with 
pumps, filters, valves, piping, loading stems and 
meters. Excellent condition very reasonable for 
uick sale. Write or phone: Allied Materials 
ry Box 192, Lancaster, N.Y. Ph Regent 0900. 
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FOR SALE 
Wheelabrator Cabinet will clean pipe 
outside up to 12”. Also—angles, channels, 
unused. 
Pangborn 9LG14 Table with 8-28” 
2 wheels Rotoblast. Priced to Sell. 
M,. ELSTEIN 
Jersey City 2, N.J. 


inside and 
cabinet 


Multi Tables 


426 Grand St. 








WANTED 


1200 te 1500 gallon tank 


with compartments and pump for retail delivery. 
Will consider a complete truck with tank mounted 
thereon. 

McGill Motors Inc. 
Le indiana, Pa. Phone HOpkins 5-5641____ 





BUDGET PAYMENT PLAN 
A complete budget plan for your fuel oil 
customers: tailored to your needs. All forms 
imprinted with your name and address. For 
free samples, write: 
CALCULATORS 


P.O. Bex 1054 Mansfield, Ohio 











PROFESSIONAL 
SERVICES 

















PROPANE GAS PLANTS 
ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


‘PEACOCK CORPORATION 
Box 268, Westfield, N. J. 
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F. J. Eberle, Business Manager 


Employment Opportunities 
Business Opportunities 
Equipment 

Used or Surplus new 
For Sale 
Wanted 





Regional Sales Representatives 


W. J. Parkin, Adv. Sales Manager 


ATLANTA 3, 1301 Rhodes-Haverty Bidg.. 
W. O. Crank, jackson 3-6951 
BOSTON 16, 350 Park Square Bldg., 
Dawson A. Ritter, Hubbard 2-7160 
CHICAGO 11, 520 North Michigan Ave., 
Ray Kelly, Mohawk 4-5800 
CLEVELAND 13, 1164 IlMuminating Bldg.. 
55 Public Square 
Walter G. Berger, Superior 1-7000 
DALLAS 1, 901 Vaughan Bidg., 1712 Com- 
merce Street 
Robert T. Wood, Riverside 7-5117 
DENVER 2, Mile High Center, 1740 Broad- 


wa 
J. W. Patten, Alpine 5-2981 

HOUSTON 25, 724 Prudential Bidg., 
Robert T. Wood, Jackson 6-128] 

LOS ANGELES 17, 1125 West 6th Street, 
Peter S. Carberry, Huntley 2-5450 

NEW YORK 36, 500 Fifth Avenue, 
Dawson A. Rutter, Oxford 5-5959 

PHILADELPHIA 3, N. Penn Center Plaza, 
Charles J. Jefferis, Locust 8-4330 

PITTSBURGH 22, Room 1111, Oliver Bldg., 
Walter G. Berger, Express 1-1314 


SAN FRANCISCO 4, 68 Post Street, 
W. C. Woolston, Douglas 2-4600 
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bottom of the barrel 





e April Fool. It sometimes takes a level head and a cool 
disposition to get through April 1. Year or two ago a 
Columbus, Ohio, station got an AAA call from a driver 
who said his car wouldn’t go—had a basketball stuck 
under it. After time for April Fool’s Day skepticism, sta- 
tion sent a service man. Sure enough. Basketball lodged 
under car. Had to be hoisted to get it out. 


e Am I Enthusiastic. The eager young field rep wheeled 
into one of his stations on the heels of an all-out promo- 
tion campaign for the company’s new super-premium gas- 
oline. 

‘“How’s business, Charlie?” he asked the dealer excited- 
ly. “Boy, I bet you’re really doing the volume on our 
new Atomic Super-Duper-Premium!” 

“Sort of depends what you mean by volume, Sonny,” 
said the slower-moving dealer. “I guess I’m doing pretty 
good. Expect my sales will catch up with my evaporation 
losses most any month now.” 


e Problem to Ponder. After a public discussion on mar- 
keting divorcement, a Missouri jobber stood up with a 
frown on his face. “If the suppliers are divorced from 
marketing,” he said, “who in hell’s gonna buy liquor for 
the jobber conventions?” 


e How to Win Friends. Goodyear Tire and Rubber Co. 
reports it-has a lifetime friend—a Huntington, Ore., cow. 
The Holstein fell in the Snake River and was saved by 
the enterprise of J. W. Budd, Huntington Goodyear deal- 
er. Budd grabbed a new 1300-24 grader tube, inflated it 
to half capacity, and worked it around the cow’s thrash- 
ing hind legs. Then he dropped an inflated 6.50-16 tube 
around her neck. Buoyed by the tubes, the cow was towed 
two miles downriver behind an outboard to shallow wa- 
ter. And the cow’s grateful owner bought the tube. 





“You have a fine product, your 
price is right, and you’re a good 
company to deal with. But business 
is business. so I’m placing our ac- 
count with a friend.” 
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“Two-bits worth? You want that plain or gift-wrapped?” 











e Candid Comments. Direct-mail piece handed out by 
Spaulding-Yates, Inc., Buffalo heating-oil jobbers: * 
This sure has been an open winter—open to criticism. 
Some time ago we reported that business was so lousy 
that even people who didn’t intend to pay were not or- 
dering. Well, so far, this includes their relatives.” 








Photo courtesy of Massena Oil Terminal, Massena, New York 


Hose unshaken by loads that 
surge, shudder, shock 


BFG dock loading hose smothers pulsations that cause leaks 


ye the terrific pulsations, shock and 
surge loads that cause most dock 
loading hose to weaken and finally 
leak. That's because ordinary hose uses 
stiff fabric plies as reinforcement. The 
cross threads of these square-woven 
fabrics tend to “saw” each other apart 
as the hose pulsates. 

By replacing these fabric plies with 
nylon cords, B.F.Goodrich has made 
its 975 dock loading hose 20% more 
flexible—it can stand the destructive 
jolts, stay on the job long after ordinary 
hose is unusable. These nylon cords 
run parallel with no cross threads to tie 


226 


them together, are completely free to 
‘give’ and absorb the pulsation set up 
by the pumps. 

This B.F.Goodrich hose is also easier 
to handle because it’s much lighter 
than ordinary hose—almost 22% lighter 
in some sizes. Yet it has the strength 
to handle working pressures of 200 
pounds. 

For protection against the rough 
dock service, the cover of this hose is 
made of a tough rubber compound that 
resists abrasion, weathering, sun-check- 
ing and aging. It is built to take full 
vacuum. A spiral spring steel wire is 


imbedded in the rubber, prevents col- 
lapse, increases crush resistance. 

Ask your B.F.Goodrich distributor 
to tell you more about Type 975 dock 
loading hose—an improved hose that’s 
easier to handle, faster to connect and 
reduces operating costs. B. F. Goodrich 
Industrial Products Co., Dept. M-818, 
Akron 18, Ohio. 


B.EGoodrich 
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Up-grade your 


1650 WABASH AVE. 


Smart merchandisers are finding they can in- 
crease gallonage to consumer accounts by up- 
grading customers with Tokheim Electric 
Power Pumps. These top value dispensers nail 
down good customer relationships, encourage 
larger volume; save by permitting larger drops, 
less service and maintenance expense. 

With Tokheim Power Pumps to offer your 
customers, you can be assured they are getting 


General Products Division 


TOKHEIM CORPORATION 


FORT WAYNE 1, IND. 


consumer accounts with this 


UMP VALUE! 


TOKHEIM MODEL 86-D 
ELECTRIC POWER PUMP DELUXE 


Other models available 


the best. Handsome, weather-resisting, red 
enamel housing with bright metal trim; 14 
gallons per minute delivery through a self- 
priming, rotary vane type pump. Tokheim 
meter with horizontal counter, 10 feet of hose, 
nozzle and many other features. Model 86-D is 
a Tokheim value through and through. Order 
a supply today and be ready for the big season 
just ahead. Call your Tokheim representative! 


SYMBOL OF EXCELLENCE 


JOKHEIM 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


AND ACCESSORIES 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 





Texaco, /nc. uses 
SHOCK STOPPER FOR BULK TERMINAL 


—w | 
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omith-Erie set-stop valves throttle 
flow, cushion shock 


The installation at Texaco’s Lockport, Illinois sales 
terminal is unique because of the large diameter 
and extensive length of supply lines. Twenty-eight 
four-inch A. O. Smith Meters are installed at the 
racks to measure the product . . . pumped from dis- 
tant storage through 10-inch pipe at a rate of 1400 
gallons per minute. 

The problem of excessive shock on equipment is 
solved by A. O. Smith set-stop valves. An exclu- 
sive slow decelerating feature throttles down flow 
during the last 29 gallons of delivery. Texaco re- 
ports trouble-free operation over many millions of 
. gallons since plant started up in August of 1958. 

If your operations have a metering problem, per- 
haps an A, O. Smith Meter Man can help. Contact 
your nearest representative or write direct. 


Through research g --@ better way MODEL AB METER — Equipped with Set-stop 


Counter and slow closing Set-stop Valve for de- 

livering predetermined quantities. Decelerating 

valve eliminates shock pressure caused by quick 
e } closing of ordinary valves. 


ee ~ A 


Smith-E...2_ Division 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 5, Ga.; Chicago 3, ill.; Houston 2, Texas; Los Angeles 17, Calif.; New York 17, N.Y.; Oakland 21, Calif.: 
Tulsa, Oklahoma @ Canada: Toronto 12, Vancouver1 @ A.O. SMITH INTERNATIONAL S. A., MILWAUKEE 1, WISCONSIN, U.S.A. 








